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Below—BEST & CO., Fifth Ave., use Design 
C-48 in a series of 6 units for a complete 
window. A one color finish and spotlight- 
ing create the smart, effective window 
shown here. 


TEMPERED MASONITE 





From 5th Avenue to Main Street 


All because they look better—are practical—and cost 
so little. 


Only two shapes were used in creating these six 
(4 shown here) elegant backgrounds for Saks Sth Ave 
Fashion displays. Each window has eight D-16 bends and 
two C-48 bends each 8 feet high. Finish was beautiful 
metallic silver alternated with soft flat white. All 10 Struc- 
tural Bends unfinished for one window cost only $35.90 she aime 
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‘ Ring 
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we Fifth Avenve has to 
STRUCTURAL BEND DESIGN D-16. ONLY 
$2.85 EACH, 8 FEET HIGH 


Formed of smooth tempered Masonite 





—smooth two sides in a curved design 

adaptable to many unusual and at- 8 FEET HIGH 
tractive settings. Measures 8 ft. long 

and 11% in. wide after bending. Priced 

$2.85 each—unfinished 





4 BEN NCH BEN 
8 FEET HIGH 8 FEET HIGH 


cound maverseb 
? rs 
pearty ere 


{evo 
met # 


aad 
wo created moe 6D 


ey 0 
be 7 wont 7 5 oe 
cypasastic bow 


very 1 


Here are other designs — 
order a sample assort- 
ment today, also write for 
the complete foider and 
price list of Structural 
Bends. Remember they 
can be used over and over 
again. Excellent for re- 
modeling of store interior 
or fixtures, too 


( PPLY A DIVISION OF W.L. STENSGAARD & ASSOCIATES, INC. 
Q all 346 N. JUSTINE AVENUE © CHICAGO, ILLINOIS 


























For MAGNIFICENT “Dash Style” DISPLAYS 
The Sparkling New 


CRYSTALUR 37 


NON-INFLAMMABLE BACKGROUND DISPLAY PAPER 


THE display style sensation of 1940—the background paper used in 
those sophisticated new effects that stopped traffic and boosted 
business for Fifth Avenue's exclusive shops. 


While this new vogue is sweeping the country, you will want to feature 
CRYSTALUR for the finest in ''dash"' or ''splatter'’ effects. Here's why 
CRYSTALUR is your best buy: 


CRYSTALUR is made by a special mill process which means large scale 
production and a price advantage. The pigment is not added after 
the paper is made, but is part of the paper-making itself. Hence 
CRYSTALUR is more uniform, smoother in texture . . . never bunchy. 
It resists buckling and smudging by damp or soiled hands. Colorful, 
light-reflecting crystalline effects on 3 smart new shades: Aqualite— 
Blue—White—Aviation Gray. 


IN ROLLS 87” WIDE 
12 yards—$9.50 25 yards—$19.00 50 yards—$37.00 
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ALSO IN THE FOREFRONT OF THE STYLE PARADE FOR 1940—THESE ACE LEADERS: 
rh a x TK 
FLEXO-FLOCK VELVO-FABRIC 
48” Wide . Sunfast RIGID FABRIC 
A gay, crisply woven fabric of intriguing two-tones and 
A: th-woven RIGID FABRIC in timely lid tones, with mixtures. Features popular new oatmeal shades. A 
yrmes a Ee Een te OA ethane spotlight" attraction. 
; ; , ti Mould She VARIETY OF TONE AND PATTERN COMBINATIONS 
Ser arene b F f IN ROLLS 45” WIDE 
(Prices same as FLEXO FLOCK) 
15 COMBINATIONS OF DON'T FORGET COLORFUL VELVELUR 87” WIDE 
DESIGNS AND COLORS Non-inflammable 
Perfect Background Paper for All Seasons 
Criss-cross, stripe and floral patterns and All Occasions 
20 Gorgeous Pastel Colors 
IN ROLLS 48” WIDE IN ROLLS 87” WIDE IN SHEETS 24” x 36” 
10 yds—95¢ per yd. 25 yds.—90c per yd. 12 yds. $5.50 each 250 sheets or more (as- 
50 yds.—85c per yd. 25 yds. 11.50 each sorted) 834¢ each 
50 yds. 22.50 each Less than 250 13¢ each 








All Ace Papers Now Packed In Handy Re-usable Storage Cartons 
Write at Once for Samples and Prices on All New Display Materials by Ace for 1940 
“You Lead in Display When You Lead With an Ace” 


THE ACE PAPER Co.., ive. 


(Display Division) 





Dept. 8 426 WEST BROADWAY NEW YORK, N. Y. 
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1940 OUR NEXT ISSUE THE COVER 


"As the years go by, display in department store Timely display ideas for the early Easter Easter fashions were shown before a painting 


f . . ‘ 
operation becomes more and more important, and c which 1940 brings to merchants and display- of Rittenhouse square, Philadelphia, in this dis- 
most importance are the potent factors involved in cane sill tii: Rninleaii te ie Mie b 
window display. Modern fixtures adapted to the more 1 e , vary number play by J. C. Nichols 
modern shopping mind find their place in attrac- of DISPLAY WORLD. Don't forget that 
tiveness and selling “punch. The gradual elimina- Easter is on March 24 this year which means ; oa 
tion of —. ae ee —. cqullee quepeneiien tena... weal dered with calla lilies. An attractive feature 
cism in display has 
window selling. 

"There are today thousands of buyers and merchan- helpful sketches by Tackney, Kiley and De 
dise men who prefer window display to newspaper coils plus the " . % ae : 
advertising, and | am one of those who join them in ault, plus the "last minute" reports on Los green to make more striking the spring en- 
that preference.''"—Victor W. Sincere, president, Frank 
& Seder, Detroit. activity. white: 


. for John-Wanamaker- 


Philadelphia, Inc. The center panel was bor- 


tion there will be the regular content of “%§ the large cellophane Easter egg lighted 


from within. The background was in lime 


Angeles, Chicago and New York City display semble with accents of fuschia, green, and 
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Build better ... build quicker 


with Douglas Fir PIYWOQOD 


ve HETHER you 


have to construct exhibition booths, 
window backgrounds, outdoor signs 
or displays of any sort, you can do a 
better, neater, quicker job if you use 
versatile Douglas Fir Plywood. 

The laminated lumber combines 
greater size with amazing strength 
and light weight. It’s made ina variety 
of grades to suit every purpose. The 
two grades most used by displaymen 
are PLYWALL, Douglas Fir Plywood 
wallboard, and EX T-DFPA, weather- 
proof Douglas Fir Plywood. 


Plywood works easily with all tools 
. can be bent without cracking... 
holds nails or screws at the very edge 
without splitting . . . takes any finish 
. can be used over and over again. 
See your lumber dealer today. 


ANOTHER SHOE STORE, the Model! Boot 
Shop in Portland, Ore., uses Douglas Fir Ply- 
wood to good advantage. Merle Hunt finished the 
distinctive grain of this engineered lumber to give 
a very attractive black and white zebra-like effect. 
For Grade Use Guide. which tells the proper 
grades of Douglas Fir Plywood to use for every 
purpose, and for Finishing Booklet, which is full 
of painting and staining suggestions, wrife 
Douglas Fir Plywood Association, Tacoma, Wash. 


PLYWOOD plays an important part in this 





smart Regal shoe store in Washington, D. C. The 
curved sections above and below the glass and 
both the floors and ceilings of the windows are 


built 


versatile Douglas Fir Plywood. Ross 


Frankel, Inc., New York, designer. 


ARTISTIC FENCE (in oval above) 
When S. S. Kresge Co. started a new store 
in Buffalo, N. Y., recently, a protective 
fence of Douglas Fir Plywood was built in 
front of the construction work. Douglas Fir 
Plywood is unsurpassed for all kinds of 
temporary store fronts and barriers. Ply- 
scord or Plywall are the grades used for 
this work. For permanent outdoor signs or 
displays. use EXT-DFPA. the grade of ply- 
wood made with water-proof glue. 


STREAMLINED BOOTH This beauti- 
ful exhibition booth used by the Optical 
Manufacturing Company is another fine 
example of what Douglas Fir Plywood will 
do. Designed by the Windo-Craft Display 
Service, Buffalo, this booth is rigid and 
sturdy, yet light in weight and puncture- 
proof. Order a supply of Douglas Fir Ply- 
wood today. Your lumber dealer has it in 
convenient sizes up to 4’ x 8’ and in a com- 
plete range of thicknesses. 
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Display Goes Dlastic 


. . « Display Possibilities Seen As Unlimited . . . 


Out of the test tubes of science has come 
a series of synthetic products which in the 
past few years have become an essential part 
of modern display. We refer, of course, to 
plastics and their endless applications in this 
field. 

Plastics have been defined by the head of 
the Research Division of Monsanto Chem- 
ical Company as “Materials that, while be- 
ing processed, can be pushed into almost any 
desired shape—and then retain that shape. 
The word now applies almost exclusively to 
the synthetic productions of chemistry which 
can be cast.” Contrary to popular opinion, 
plastics are not entirely a new development. 
On the contrary, they were known in some 
form or other many years ago. But it is 
only within recent times that they began 
making their appearance in all their lustrous 
beauty—in colors, transparent, translucent, 
opaque, in rods, sheets, cylinders, and bars. 

Their entry into the display picture was 
rather slow until displaymen began to realize 
that here was a new and interesting medium 
in which they could work facilely and with 
hitherto unobtainable effects. They began 
to visualize the possibilities of plastics for 
decoratives, display fixtures, the fabrication 
of special display settings, cut-out letters, 
decorative lighting, murals, exhibit booths, 
special departmental settings, directional 
signs, and a host of other applications. 

As a matter of fact, displaymen began to 
see that their use of plastics is limited only 
by their own imagination. For example, 
Lumarith, to mention only one, can be used 
to make “seamless” display backgrounds, can 
be air brushed, embossed, and_ processed 
simply by steam heating. Count Sergei 
Belliowski recently showed panels of this 


material at a conference on plastics, the 
panels being embossed and air brushed with 
translucent paints for use as_ illuminated 
panels. Curving, application of decalco- 
mania, bending, building up special units 
through the use of panels of thin plastic 

these are only a few obvious applications 
with which displaymen are now working. 

Similarly, the national advertiser woke up 
to the fact that plastics form an ideal me- 
dium for counter displayers, product pack- 
aging, point-of-sale display unit frames or 
the complete display itself, miniature repro- 
ductions of actual products such as beer bar- 
rels, giant reproductions of small items 
(such as the 8-pound Lucite diamond at the 
New York World's Fair), wall placques, 
transparent containers through which the 
merchandise itself goes on view, and a dozen 
other factors involving display. 

Still further application in this field in- 
clude the liquid form to laminate papers, 
plywood, ete., the making of display hands, 
heads and torsos, lighting fixtures for fluo- 
rescent illumination, decorative laminates 
used tor murals and the like, formed sections 
of plastic for trough lighting, and even the 
manufacture of complete display manne- 
quins. 


—At the left is a counter display for Pall Mall 
cigarettes, using Catalin for the base and 
background. . . . Center, functional surrealism 
hits a new high in the display field with this 
transparent Plexiglas torso created by Frederic 
Weinberg, Philadelphia. Live goldfish swim in 
the water-filled form. Fabrication, including 
sawing, cementing, and polishing, by Croas- 
dale & de Angelis, Philadelphia. . . . At right, 
a display for Adler-Rochester, made of Catalin 
in the slush molding process described in the 
article— 


So it is readily seen that the use of these 
synthetic products has come to have wide 
significance in display. Plastics are a defi 
nite part of the industry at the present time 
and there is every indication that the use of 
these materials will show a steady growth 
if only because those concerned with display 
must be constantly on the qui vive for new 
treatments. 

Among the plastics found in most frequent 
use in display today are the following. 


ACRYLIC RESINS 

Included in the Acrylic Resins are such 
familiar plastic trade names as Acryloid, 
Crystalite, Lucite, and Plexiglas Having 
a crystal clear base, the addition of pigments 
and dyes can produce any shade or color 
and any degree of opacity. 

Referring to this particular branch of 
plastics, D. S. Frederick, Rohm & Haas, 
Philadelphia, says in Modern Plastics 
“Since sheets, bars, and rods may be ma 
chined to various shapes and bent when 
heated into any desired curve, the material 
has been used in display fixtures, which, be 
cause of their transparency, can show mer 
chandise to good advantage without detract 
ing from it. In the display field it has also 
been used in fabricating a transparent auto 
mobile which showed the motor and chassis 
construction, a transparent cabinet for a 
demonstration television set, and a_trans- 
parent model house which made details of 
‘hidden’ plumbing easily visible. 

“The transparency of the acrylic resins 
makes possible the phenomenon of edge 
lighting; that is, light entering one edge 
will leave the opposite edge almost undimin- 
ished—even though the material is bent or 








surface is carved. or 
\ different effect may be 


a design on the surtace 


curved—unless — the 


sand-blasted 
obtained by carving 


illuminated from one edge The 


lit, the 


ot a sheet 


design is brightly surface almost in 


visible.” 
CAS] 
Included 
are such trade 


Catalin, 
Cast 


PHENOLIC RESINS 


under the cast phenolic resins 
names as Bakelite 
Marblette, Monsanto 
Prystal The 


range of trans 


Resinoid, 
(gemstone, 


Phenolic, and cast 


phenolic resins have a wide 


parency, translucency, and opacity and 


variety of shades and hues are made pos 


sible by the 
Both plain colors and mottled effects are ob 


addition of coloring mattet 
In liquid form cast phenolic resins 
thin 


display 


tainable. 


serve to laminate sheets of paper and 


plywood tor purposes, making a 


strong, durable, water-proof bond 


CELLULOSE ACETATE 
\cetate 
in transparent, translucent, and opaque fin 


Cellulose plastics are obtainabl 


ishes—crystal clear or in any tint or color, 
in mother-of-pearl, tortoise shell, and onyx 
this classifica 
Masuron, Bakelite Cell 
Monsanto Cellulose 


lenite, and Vuepak. In 


Trade names included under 
tion are Lumarith, 
\cetate, Nixonite, 
\cetate, Plastacele, 


cidentally, Cora Scovil, the well-known man 


ulose 


nequin designer, has done considerable work 
in Plastacele. 

CELLI 

Trade names 

santo Cellulose 

Available in 

and 


LOSE NITRATE 
Amerith, Celluloid, 
Nitrate, Nixonoid, 


either clear or 


Mon 
Pyralin. 


sheets colored, 


with extensive possibilities for use as 


display decoratives. 


DECORATIVE LAMINATES 
Sheets of paper or fabric impregnated with 


phenolic or urea resins with colored) sur- 


face laminations, which are sometimes 


printed in designs simulating wood, marble 


or other effects, and cured together under 


heat 
laminates. 


and pressure are known as decorative 


They are much used for interior 


treatments, murals, outdoor signs, directional 
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—Lamicoid played an important role in the 
lighting and other display adaptations at the 
Coty exhibit at the New York World's Fair. 
, Center, the Monsanto exhibit at the 
Golden Gate International Exposition natur- 
ally used Monsanto plastics extensively. 
Right, a marine scene in Monsanto fluorescent 
plastic for Saks-Fifth Avenue, New York City, 
Sidney Ring, display manager. (By W. L. 
Stensgaard & Associates, Inc.) — 


Under 


Park 


like 


Formica, 


booths, and the 
heading come Micarta, 
Lamicoid 


signs, exhibit 


this 
wood-Texolite, 


TRANSLUCENT LAMINATES 
Phe translucent laminates include Dilecto, 
Micarta, Texo 
translucent, flex 


Insurok, Lamicoid, 
Beetle 
ible, workable, can be 


Formica, 
lite, and They are 
screen processed and 
are available in colors. 


In speaking of specific examples of the 
use of plastics in display, Edmund Greene, 
Rohm & 


the following 


Haas (makers of Plexiglas), has 
to say: 

“Just as packages which show their con 
tents are growing in popularity, displays in 
which transparency plays an important part 
are finding more and more advocates. Trans 
add to the 


they 


parent sections can intrinsic 


beauty of the finished can be 


used with any colors, and, most important, 


piece | 
they make possible a better visual—and vis 


ible—display of the product. And that, after 


all, is the displayman’s job. 
< limitations, the in 


Far trom imposing 


clusion of transparent sections can open 


new possibilities in the design of displays, 
for displaymen can turn again to the fertile 
field of find a ally—the 


acry lic 


plastics to new 
resins. 

“Acrylic resin sheets are the clearest of 
than the glass, 


light 
than any 


the plastics. Clearer finest 


this material transmits color ot 
fully 


known 


ever) 
and more faithfully 
solid. Yet its 
quires no special technique—it 
sawed, drilled, planed, and carved with ordi- 
nary wood tools. It 
lathe, tapped, and 
metal, with no special equipment. 


more 
other fabrication re- 


can be 


turned on a 
soft 


can be 


threaded like any 
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“In addition, it offers advantages over 
either wood or metal; at reasonable working 
temperatures this plastic becomes soft and 
can be shaped to any curve simply by bend- 
ing over a torm. This property can be used 
to simplify fabrication and to add graceful 
curves to the design of the display. Fur- 
thermore, by using liquid acrylic resin as 
cement, a strong transparent joint with high 
tensile strength can be obtained. 

“These properties offer obvious advantages 
field. Store 
this 
merchandise 


in the whole display fixtures, 


for example, made of material make 


every aspect of the visible. 
Since the fixture itself is 
visible, it does not detract from the product 
have 


practically in 


in any way. These fixtures do not 


designs but can be 
bent to 


fabrication cost. 


to tollow conventional 


shaped in graceful curves or new 
angles at no additional 

‘A display fixture incorporating these 
properties, designed by Frederick Weinberg, 
Philadelphia, and fabricated by Croasdale & 
de Angelis, won a major award in the Mod- 
ern Plastics Competition. This piece, made 


of material only 1/16 inch thick, is dainty 


—No. |, the U. S. Royal sign has small ''but- 
tons'’ of Catalin, lighted from an electric bulb 
in the rear. This 'Mel-O-Glo" sign was de- 
veloped by the Automatic Button Company, 
Muscatine, lowa. ... No. 2, the Astor coffee 
sign used white translucent Lamicoid, silk 
screened and formed in half cylinders to rep- 
resent coffee cans. The same material out- 
lined the wording. ... No. 3, Lucite forms the 
railing for the Chevrolet display. No. 4, 
note the plastic icicle in the Bonwit Teller dis- 
play by Tom Lee—also the plastic sign at the 
lower left of the photograph. ... No. 5, this 
plastic fixture was designed by Gilbert Rohde 
and executed by Cyrille Steiner Studios for 
Jas. B. Williams, Inc., New York City. It is of 
Plexiglas. . . . No. 6, this Kaynee display was 
made of Monsanto Vuepak by Joseph H. 
Meyer Brothers, Brooklyn. . . . No. 7, the Plexi- 
glas house shows full details of Crane Com- 
pany plumbing. . . . No. 8, a counter display 
for Houbigant. Made of Vuepak by the 
Display-Rite Division of Diamond Press, New 
York City— 
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—This transparent automobile body—made of 

Plexiglas—was used by the General Motors 

Corporation for the firm's exhibit at the New 

York World's Fair. . . . Sheet stock and special 

castings in the production of standard cut-out 

letter signs illustrate one Catalin adaptation 
in display— 


enough for display of the lightest fabrics yet 
durable enough to withstand everyday han- 
dling. Gilbert Rohde has also designed sev- 
eral unusual fixtures which have been manu- 
factured by the Cyrille Steiner Studios for 
Jas. B. Williams, Inc. 

“Another field of display work in 
the acrylic resins excel is in the construction 


which 
of models. A major award in the Modern 
Plastics Competition went to Dave Swedlow, 
Hollywood, Calif., for a model he construct- 
ed to show the enginering details of a new 
pressure valve manufactured by the A. W. 
Cash Company. At the New York World’s 
Fair, to show details of body construction, 
a Pontiac car this material. 
In many cases the dies actually used in the 
line used in the 
full-sized model. Sheets 
were heated to softening 
degree Fahrenheit), laid 
female mold, and the male die 
into position. The pieces 
together with 


was made of 


factory production were 
fabrication of this 
of the material 
(about 200 
across the 


slowly 


were 


lowered 
were polished and_ tastened 
narrow chromium strips. 
“The Radio Corporation of America also 
found that its regular production technique 
used in fabricating a_ television 
made all details of the set 
In many cases fabri- 


could be 
cabinet which 
visible to spectators. 
cation was simplified by taking advantage of 
the thermoplastic properties of the material. 
The Crane model 
house built of ‘Plexiglas,’ the joints of which 


Company had a_ scale 
were cemented rather than nailed or screwed, 
and the details of Crane plumbing could be 
seen through as many as six or eight ‘walls’ 
ot the plastic. 

“Another wide feld of application for the 
acrylic another of its 


resins depends on 
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important properties. It is so clear that it 


can conduct light around curves and cor- 
ners with practically no loss in light intens- 
ity. This means that a design carved or 
sandblasted on the surface of a sheet of the 
material will stand out in glowing reliet 
from an almost invisible surface. The clar- 
ity makes possible edgelighted screens in 
which the light hidden even 
around the corner from the design or letter- 
ing on the surface. Incidentally, the carv- 
ing of any such design is extremely simple, 
since the material is not brittle and there 
are no strains which might be released sud- 
denly. To make the most efficient edge- 
lighted screens, the portion of the design 
nearest the light should be carved 
so as barely to break the surface while the 
portions farther from that source should be 
cut deeper into the material. 


source is 


source 


“Whatever is done with the material, 
it can be mounted easily by drilling holes 
through it or mounting in a channel with 
bolts. Its light weight means that the sim- 
plest kind of frame-work can be used. 


“Thus, the transparency of this versatile 
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plastic in the hands of the imaginative dis- 
play designer answers the public’s eternal 
demand to see before it buys, to see what 
a product can do, or to see what makes it 
work.” 

Among well-known display factors to 
make extensive use of plastics is the firm: 
of W. L. Stensgaard & Associates, Inc., 
Chicago and New York City, creator of the 
“Marine displays for Saks-Fifth 
Avenue, of the latter city, one of which is 
seen in the illustration on page 6. Monsanto. 
Cellulose Acetate was the plastic used, which, 
in translucent red or green color, has the 
effect of glowing brilliantly at the edges or 
wherever the surface is cut or carved. With 
the same material a slightly diminished de- 
gree of fluorescence can be achieved by 
painting or printing one surface of the plas- 
tic with acetate inks either white, yellow, or 
orange in color. 

Quoting J. R. Turnbull, sales promotion 
and advertising manager, Monsanto Chem- 
ical Company: “More recently, Stensgaard 
has used the fluorescent plastic with great 
effectiveness in some of their itinerant dis- 
plays created for such firms as Cluett Pea- 
body & Co., and the Hickok Company. 

“Monsanto Vuepak, our rigid 
acetate plastic which is produced in the form 
length rolls, has an ever 
broader field of use as displays. Vuepak is 
a rigid, transparent plastic produced in any 
desired thickness from .005 up to .020 inch: 

[Continued on page 58] 


Scenes” 


cellulose 


of continuous 


—No. |, Lucite is the plastic used in these two 
displayers by American Fixture Company, St. 
Louis... . No. 2, a view of the exterior of the 
Bakelite Corporation's exhibit at the New York 
World's Fair. . . . No. 3, Lumarith has many 
uses as a display decorative. Note the pat- 
tern on the sheet at the right of the illustra- 
tion. . . . No. 4, Lucite uprights are used in 
these displays by L. A. Darling Company, 
Bronson, Mich. . . . No. 5, Monsanto Vuepck 
forms the container for these tangerines. The 
pail was made by See-Thru Container Corpo- 
ration, New York City. ... No. 6, Tenite is the 
plastic involved in the units by Chicago 
Molded Products Corporation, Chicago. .. . 
No. 7, Prince Matchabelli perfume displayed 
in Vuepak containers by Joseph H. Meyer 
Brothers. . . . No. 8, the pencil is in red Luma- 
rith. Fabrication by Bliss Displays, Inc., New 
York City— 
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Retailers And 1940 Display 


Paul Hollister 
Executive Vice-President, R. H. Macy & Co., Inc. 
New York City 
assortment display which places 
and 


Complete 
every type of article within easy sight 
possible customer is funda- 
The cem 


touch of 
mental to efficient store-keeping. 


every 


plete display of wide and varied assortments 
calls for a deal than 
the creation of “emotional” 


good more ingenuity 
spot-displays. 
The average chain store window, packed to 
the hat with scores ot items, isa good ex- 
ample of assortment display handicapped by 
lack of planning. Confusion of assortment 
in display can be neutral or actively repellent 
to the ' skillfully 
planned order in the arrangement of a mul 
titude of opti 
cally “selling” dis 


passing eve. But from 


articles can come the most 


magnetic, and the most 
play. It's a problem worth tackling in 1940 
G. R. Schaeffer 
Manager, Advertising and Sales Promotion 
Marshall Field & Co., Chicago 
We hope to make notable progress in 1940 
in interior display. Failure to present mer- 
chandise in the most attractive manner and 
in such a way as to make clear the prin- 
cipal selling points is still one of the great 
weaknesses of department this 
plan to rely more and more upon 
lighting effects. With the great 
ment in tubes and lamps, new possibilities 


stores. In 
effort we 
improve 
are being opened for the enhancement. of 
display. 
The 
plastics will be a teature in the development 
1940. Through them 
textures 


greatly increased use of the new 


of interior display in 


many novel effects in and colors 


will be possible 


H. Stanley Marcus 
Neiman-Marcus, Dallas 
should be 
should not lose sight of the fact 
and not 
Some windows, notably those 


While 


matic, we 


window displays dra 


that we are selling merchandise 
backgrounds 
New York City have had 
such dramatic backgrounds that it has been 
totally 


in the 


of a few stores, 


impossible to see the merchandise 
windows 

that 1940 
be directed toward a greater effort at estab- 


I believe displays for should 
lishing the selling points and style charac- 
teristics of the merchandise on display. 


Neil Petree 
President, Barker Brothers, Los Angeles 
Los Angeles is a city of automobiles. 


registered in 
other 


automobiles 
than any 


There are more 


Los Angeles county county 
in America, and a higher percentage of peo- 
ple use automobiles to go back and forth to 
work than is the case in most cities. 

What has this to do with window display ? 
Just this—insofar as Barker Brothers is 
concerned, 

Seventh street, one of the 


principal business streets, with Flower street 


Located on 


on one side and Figueroa on the other, both 
of which are arterial thoroughtares, a tre- 
automobiles pass the 
To attract the attention of the 


of those in automobiles 


mendous number of 
store daily. 


passing motorist or 


stopping for the traffic lights, we experi- 
mented with windows treated almost 
as billboards, at least the backgrounds were 
given a billboard treatment, some with elec- 
trically lighted signs. The response has been 
sufficiently good to warrant a continuance of 
this certain strategic 
points. 

Most 


pedestrian 


some 


type of window at 
attract 
and ot Barker 
primarily for this 
designed windows 
reasonably new 
be something 
stores in other 
auto traffic. 


window 
traffic, 
windows are 
but especially 
traffic are 
Barker's and may 
consideration of 
heavy 


displays are to 
course 
Brothers’ 
purpose, 
for automobile 
here at 

worth the 
cities with similarly 


Wallace C. Speers 
Vice-President, James McCutcheon & Co. 
New York City 

The day is gone when the store’s problem 
was only to get good merchandise. and it was 
possible to build a reputation on ability in 
this field alone. Today good merchandise 
is available to everyone and the store must 
therefore provide the customer with addi- 
tional reasons for buying from them rather 
than from a competitor. In other words, the 
store must be considered as a package. The 
quality, style, and price of the contents are 
still of the utmost importance, but the glam- 
our and drama with which the package is 
wrapped and presented are becoming of 
greater moment each day. This wrapping in- 
merchandise itself, 
and layout, 


cludes 
the personnel, interior display 
lighting, service, advertising, windows, etc., 
as well as the actual wrapping itself. 

\s display, both interior and window, not 
only lends itself readily to the presentation 
of this glamour and drama, but also is the 


everything—the 


first medium which the store has to greet the 
would-be customer's eye, it becomes of pri- 
mary importance in modern retailing. The 
store that would be successful in 1940 must 
present its story to the public through dis- 
play that is dramatic in its imaginative ap- 
its pleasure-giving 


peal and glamorous in 


beauty and style of presentation. 


R. H. Rich 
Vice-President, Rich's, Inc., Atlanta 

I believe that “display” has a growing im- 
portance because I think it is tying-in closer 
and closer each year with layout, arrange- 
ment, and the control of stocks. 

That is, we are stressing more and more 
to our display department that in addition 
to our promotional displays and our chang- 
ing fashion displays that we them to 
study permanent displays that bear on ar- 
rangement of stocks and the proper handling 


wish 


ot goods. 

While I realize that many stores distinctly 
separate these two functions, we are finding 
(particularly in the planning of a new build- 
ing project in our store) that it is a more 
and more significant function of display de- 
partments. 

In other words, to take an efficiency fix 
ture (particularly on staple goods again) 
and so design it as to hold the merchandise 
adequately, systematically, and at the same 
range of such 


time to display a complete 


merchandise in an effective way in our 
stocks, is a trick that we all have been talk- 
ing about for and have not studied 
enough. 

Some people call it an “assortment dis- 
play.” Whatever you call it, it is pure com- 
mon sense—and I believe that more display 
people should begin to think less of “art for 
art’s sake” and think more about “art for 
selling’s sake.” In fact, I think that the 
five and ten cent stores could teach us a lot 
display—particularly this phase of 


years 


about 
display. 


Maurice Spector 
President, The Blum Store, Philadelphia 

If there is one thing to which we attach 
a great deal of importance, it is our win- 
dows, and we might add that our windows 
have contributed more than anything else 
we know of to the position we occupy in 
this city as a fashion store. 

We make it a point to see that our win- 
dows, our advertising, and our interiors 
reflect the same thing—namely, good taste. 
We employ the best artists available, the 
best hand-set typography, and use the 
largest possible amount of white space in 
our advertisements. We do likewise with 
our windows. We buy the best fixtures and 
the best mannequins, and we put as little 
into them so that what 
go in will be most outstanding. 

We find that such displays will invariably 
draw people to do window shopping. Such 
displays will register particular fashions, 
and last, but not least, such displays bring 
a clientele that every merchant hopes for. 

We regard our windows as the eyes of our 
store. When the public looks into them we 
want our store fully reflected. 

It is not necessary to spend a lot of money 
to accomplish such results. Any store using 
artistic displays has no difficulty in borrow- 
ing appropriate settings to help give such 
certain distinction and atmos- 


as possible does 


displays a 
phere. 

We believe in carrying out themes, color 
ideas, and ensemble ideas as much as_ pos- 
Such displays definitely register and 
bring direct results, and in our opinion 
bring far better results than clut- 
tered with a lot of merchandise and scream- 
ing price tags on everything. 

Every merchant should endeavor to see 
artistic and attractive he can make his 
He should endeavor to make his 


sible. 


windows 


how 
windows. 
windows appear even better than the store. 
This kind of window will bring trade in 
quicker, steadier, and easier than cluttering 


the window with a lot of sale merchandise. 


David E. Moeser 
Treasurer and General Manager, Conrad & Co., 
Inc., Boston 

In the search for ideas for dynamic dis- 
plays the display manager should always 
keep about him what Amos Parrish calls his 
a sell.” Sell the merchandise and 
the store at the same time and get his re- 
ward from seeing the merchandise move. 

The display manager ought to keep tabs 
merchandise which he puts on 
He should ask the buyer 


sense ot 


on how the 
display is selling. 





ney 
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and the salesforce, too. They'll be glad to 
know he’s human and trying to help them 
sell goods and he'll find that his reputation 
in the store won't suffer a bit. 

And another thing to bear in mind—when 
someone in your city beats you to an idea 
like Lord & Taylor’s bell windows, there's 
no use trying to copy it in any way. That's 
the kind of thing that rewards the first one 
in town who thinks of it and makes monkeys 
of the fellows who try to take a ride on any 
part of the idea. Plenty of bell and carol 
noise in New York City last vear didn't 
help to sell a dollar, and made one think how 
much better Lord & Taylor did it. 

J. J. Knowles 
Vice-President, Stewart & Co., Baltimore 

I ot course feel that display is extremel) 
important in any complete merchandising 
program. 

In our store the head of the display de- 
partment works right along with the mer- 
chandising and advertising department in 
carrying out the promotional and fashion 
themes of the entire store. We believe that 
the progress made in display work has fully 
kept pace with other modern developments 
in both merchandising and publicity. 


Charles B. Dulcan, Sr. 
Vice-President and General Manager 
The Hecht Company, Washington 

Possibly the most significant progress that 
has been made in retail display in recent 
months is the skillful use of dramatic light 
ing. 

I believe in 1940 we will find a growing 
tendency to use lighting equipment as a 
means of bringing additional color into dis 
play work, through the careful manipulation 
of spotlight facilities. 

Today, more than ever betore, retailers 
are coming to realize that they can learn 
much from the mechanics of the theatre 
And, therefore, properly staged and cleverly 
lighted displays will do much to glorify the 
merchandise the displays are made to sell 

Victor W. Sincere 
President, Frank & Seder, Detroit 

As years go by, display in department 
store operation becomes more and more im 
portant, and of most importance are the 
potent factors involved in window display 
Modern fixtures adapted to the more modern 
shopping mind find their place’ in attractive 
ness and. selling “punch.” The gradual 
elimination of garishness and the substitu 
tion of romanticism in display has been ot 
the greatest effect in window selling. 

There are today thousands of buyers and 
merchandise men who preter window display 
to newspaper advertising, and I am one ot 
those who join them in that preference 


John Pearl 

Sales Manager, The Namm Store, Brooklyn 

Nineteen-forty will be the displayman’s 
vear. Quality is rapidly coming to the fore. 
Windows will again radiate luxury as they 
have not done since before 1929. For the 
first time in vears display managers. will 
have the beautiful things to dramatize again. 
Artistry, beauty, prestige will be the impor 
tant considerations in a year when the public 
will have more money to spend than it has 
had in a decade. The good display managet 
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will be one who will be wise enough to 
keep in mind the fact that display, as al- 
ways, must sell merchandise and he will not 
allow this lushness to rush to his head. 
C. F. Beaglehole 
President, Joslin's, Denver 

We consider our windows a very impor- 
tant part of our business. The most impor- 
tant thing in display windows is to show and 
sell merchandise, and, secondly, to reflect the 
personality ot the store. The artistic side 
of a window must add to or call attention 
to the merchandise—never detract attention 
or be so important that the merchandise ts 
overlooked by the customer. 

A clear-cut idea or theme should be used 
to add to the display, but must be quickly 
comprehensible. We always try to show the 
best-selling and wanted merchandise—with 
new fashions, colors, ete., getting first con 
sideration in window space. 


Gary Y. Vandever 

Vice-President and Merchandise Manager 

The Vandever Dry Goods Company, Tulsa 

Display, as in all other retail activities, 
must recognize that patrons as a whole are 
looking to the retail world to reduce the 
cost of distribution. Display must trend 
more to merchandising rather than artistic 
conception. A successful display manager 
must become merchant-minded, and cus- 
tomer-minded. Windows should be merchan- 
dised timely to the season, and with more 
mass effect—such as solid colors, or several 
windows harmonizing with coats, dresses, 
and millinery with accessories added to 
match. And the fashion accuracy with 
which we put things together will be the 
woman's measure of the extent we know our 
business. 

I also think that more or less theme win 
dows to suit the different occasions of the 
year, and your color coordination, are main 
factors. Windows will have a tendency to 
have more selling appeal for direct business 

Interior display comes in for a world of 
opportunities. Attractiveness must combine 
with occasion of selection and in fast sell 
ing. Too much interior today 1s stagnant, 
fixed, and non-moving from a selling view 
point. every square foot of our interior is 
a subject of intense study. 


William H. McLeod 
Sales Manager, William Filene's Sons Company 
Boston 

I can remember when the display division 
had a little corner on a separate floor and 
acted as though they weren't really a part 
ot the organization. But that’s a long time 
ago, and I think every vear sees the display 
division playing a bigger role in the store's 
promotional plans, both in windows and_ in 
interior display. More than that, they are 
so definitely a part of the sales promotion 
picture that it is hard to think of starting 
a sale or a fashion presentaticn without 
their being right in the center of the picture 

However, that doesn’t mean that there 
isn’t room in 1940 to improve their place in 
the sun. Interior display alone offers untold 
opportunities for display divisions to show 
that putting merchandise in front of the cus- 
tomer in an attractive way and with the 
right “selling message” increases customer 
acceptance and produces sales. So here's 


good luck to all display divisions in 1940 
and may their role in sales promotion be an 
ever-increasing one. 
Morton Simpson 
Vice-President, Burger-Phillips, Birmingham 
In my opinion, 1940 will see display fea- 
tured as one of the greater forces in retail 
ing. Those who are responsible for display 
are gradually throwing off their inferiority 
complexes and are insisting, and rightly so, 
that display is as potent a force in selling 
as any of the other more accredited media 
Give displaymen the cooperation they de 
serve, mainly an adequate budget, and they'll 
quickly prove the worth of their medium. | 
believe that 1940, which shows a promise ot 
being a good one, should be an opportune 
time in which to give display the signal 
to “go.” 
George C. Engel 
Jane Engel Dress Shops, New York City 
Display tor the specialty shop serves 
two-fold purpose. Windows must do an in 
stitutional job, not only reflecting the char 
acter of the shop by tying in with the ad 
vertising and promotions, but the windows 
must sell merchandise as well. No crazy 
windows, no distracting forces can fit into 
this display picture. Only topical windows 
that show merchandise so effectively that a 
three-second glance from a passerby will 
remember the merchandise but not the back 
ground in the window. To accomplish this, 
windows can not remain untouched for a 
week, but merchandise must be changed 
three or four times a week—and, if neces- 
sary, every day. 
L. W. Munn 
Publicity Director, The William Hengerer 
Company, Buffalo 
Display for 1940, both for interiors and 
windows, is a direct challenge to every pub- 
licity director and display manager in the 


country. It is a challenge better to express 


the merchandising spirit of the store. I ratse 
this point because many display departments 
do not have adequate information from the 
merchandise divisions. This note 1s a direct 
appeal to both displaymen and merchants. 
Displaymen should check every display 
against this standard: “Does the display 
completely tell the story of the merchandise, 
or that phase of the story that the merchant 
wishes told?” Merchants should give to 
display plans the same consideration that 1s 
given to buying or advertising plans 
P. B. Juster 
President, Juster Brothers, Minneapolis 

One of the strongest selling weapons that 
a retail store has is style. Style is our 
strongest selling weapons not only to in- 
crease sales, but to give prestige and back- 
ground to a store. The industry has come 
a long way in educating the public to appre- 
ciate the value and advantage of proper 
dress. So many, many times I have tried to 
point out to the public that when they buy 
clothes, they should buy them with the idea 
of having them “do something tor them;” 
that is, to enhance their personality, to give 
them poise, and add to their charm. 

Now I think that we all agree that clothes 
can do something for an individual, and so I 

[Continued on page 52] 
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Novel Resort And W 
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Take Over Gotham 


The balloons, the paper streamers, the noise- 
makers and confetti have sped the departing 
year into oblivion, and with one accord New 


York's apparently inexhaustible displaymen 


bend their energies to the scheduled events 
that crowd on the heels of the New Year... 
January White sales ... Midwinter clearances 


travel and resort windows. 

Up until a few years ago, the migratory 
headed like the birds in a due-south 
bask in tropical suns, but that 


was before the lure of the cold snowy spaces 


and 


hordes 


direction to 


brought a new fashion era and a new impetus 
to window Rival attractions, now, 
North and South windows as they 


display. 
are the 
appear side by side, each with its full quota 
of glamour and romance and gay, vivid sports 
wear. Ski lodge versus patio a daring 
new swim suit or a dashing ski outfit .. . these 
are the decisions that must surely force the 
outward bound vacationist to pause and com- 
ask ‘Whither ?” 
Early 1940 brings other fashion influences 
to highlight the display scene.  Forthright 
Scarlett O'Hara of With the Wind” 
fame heroine of charming 
tableaux which left no doubt of the potency 
of moonlight and honeysuckle as the inspira- 
fashion trend. The more sub- 


pare and desperately 


“(one 


was the several 


tion of a new 


tle Rebecca, femme fatale of the book and 
forthcoming film of the same name, also 
made a ghostly debut in Bonwit Teller’s 


lovely promotion of “Rebecca Mauve.” 

In all this furor over fashion and fun, the 
white sales windows made a 
deservedly. On_ re- 


Macy’s, little 


seasonal strong 
bid for 


volving 


attention, and 


merry-go-rounds at 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


white swan boats carried neat piles of bedding 
and linens, white sailboats were spotted here 
and there in interesting variations, giant pic- 
ture frames and cupboards that open and 
close added to the excitement of the impres- 
sive variety show that launched the year of 
1940 in display. 

Occupying the prestige windows of the 
front fashion stretch, Lord & Taylor’s Janu- 
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hite Sales 





Windows 


ary White sales promotion, as presented by 
Display Director Dana O’Clare, was outstand- 
ing for sweeping rhythmn of line, attractive 
blending of art and reality, and unusual pres- 
entation of merchandise. 

Framed paintings of room interiors picked 
up with real objects that carry out the dec- 
orative theme, or—as in the lingerie sale 
painted cupboards and cabinets into 


windows 


Weel lire 


which actual little doors have been cut, over- 
flowing with merchandise—is the novel treat- 
ment used throughout. 

Fine table linens is the specific item in the 


window seen on page 12, which 1s carried 
out in a harmonious blend of soft greens. 
The framed painting of the dining table is 


floral 
green and red foliage and white candles. 


centered with a real arrangement of 
The 


painted wine glasses are matched by a pair 
of real crystal in a diagonal corner, and the 


actual linen dinner napkin is a convincing 
touch. A large lower portion of the painting 
is cut away in a graceful curve forming a 
sort of shadow box into which is set three 


shelves with green glazed chintz border trim, 


holding neat stacks of merchandise. Other 
pieces unfolded for close inspection drape 
from within the box to the window fore- 


ground in a flowing forward movement that 
is one of the arresting features of all these 
windows. The painting is framed in a soft 
gray green wood striped with brighter green 


—Above, by Dana O'Clare, Lord & Taylor. 

Left, by John Rosenberg, Abraham & 
Straus. . . . (All photographs by courtesy of 
Worsinger Window Service, New York City)— 
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—Right, by H. Caputo, Gimbel Brothers... . 
Center and below, by E. L. Vollmer, Franklin 
Simon & Co.— 


around the outer edge and using a decorative 
trim of narrow mirror strips and squares on 
a raised border. 

Nothing so suggests pristine whiteness as 
a billowy sail—logical reason for the many 
and interesting variations on this nautica! 
theme noted in current January White sale 
windows. A full-rigged sailing ship was the 
bold and striking background for a seasonal 
white goods promotion by Display Director 
John Rosenberg, Abraham & Straus, as seen 
on page 12. All white except for a bright 
red hull and yellow wood yardarms holding 
billowy, puffed-out sails of light board stock, 
the ship is held upright by white wood masts 
fastened to the blue base board on which it 
is mounted. “January Sales” is spelled out 
in applied letters repeating the clear bright 
blue of the wall color. The ship rides the 
crest of the waves as simulated with a base 
constructed of three steps of graduated widths 
finished blue on the risers and white on top. 
Each step is finished with a white board 
strip cut in the shape of whitecaps, these also 
graduating in width as the steps ascend. This 
effective stairstep base does double duty in 
functioning as display shelves for featured 
merchandise—the pictured display offering a 
colorful collection of blankets and comforters 
at special January prices. 

One window does the work of two at Gim- 
bel Brothers where H. Caputo, director of 
display, balances the scales between the two 
compass points North and South, and drama- 
tizes fashions for either direction as seen in the 
first illustration on page 13. 

The left or Northern half of the window 
uses a deep bright blue for the staggered 
panels forming the backwall, and a few inches 
of snow on the floor—the right half, which 
represents the South, has a warm red _ back- 
ground and sand cloth covering the _ floor. 

Even the dividing line between the two sec- 
tions adheres to this segregation of climes 
and uses bamboo poles for the southern side 
joined to a strip of rough timber for the 
north. 

Colorful costumes for opposite ends of the 
poles are worn by the two mannequins posed 
on the far ends of a wooden scale which is 
smeared in different color paints to give a 
weatherworn effect. The weathervane sur- 
mounting the scale has the compass points 
N & S in white cut-out letters, contrasted to 
the dun color of W and E. The slight veer 
of the needle to the south may indicate that 
direction as a favored vacation route but the 
red and blue lettered show card divides fash- 
ion honors equally, with the text, “Let’s Go 
to Gimbels for Smart Tropical Pointers and 
Smart Arctic Angles.” 

Legends of the old Sante Fe trail are vividly 
brought to mind in a window of Franklin 
Simon’s travel-fashion series featuring dude 
clothes for those who “plan to join the rush 
to the West .. . not for gold but for fun.” 
Showpiece of the window is the “famous 
Sante Fe Saddle,” an ornate piece of work- 
manship of “beautifully stamped leather with 
mountings of sterling silver and 14 karat gol” 
in which can be traced the history of the trail- 
blazing route now spanned by the steel rails 
of the Sante Fe line. Other facts given 
in the white parchment scroll describing the 

[Continued on page 41] 


DISPLAY 


WORLD 











14 


Malcolm J. B. Tennent 

Meier & Frank Company, Portland, Ore. 

Back to first principles—a return to fun- 
damentals- me indicated for 1940. 
Surrealism is all right in its place, but that 
place is not the store window. Displaymen 
have at times gone to fantastic lengths in 
Deliberate and ob- 


seems to 


their search for novelty. 
vious attempts at being “clever” are more 
the public. 
window dis- 
art, to be 
observ- 


than to please 
and execute 
forget that our 


score with the lay 


apt to irritate 
We who conceive 
plays must not 

successful, must 
and 


look to a store’s 


for a projection of 


large 
steadily 


ers, who by 
window rather 
the store’s merchandise rather than a tour de 
force of the displayman’s legerdemain 

This mean we should value out 
art less—it should 
and keep it normally free from meretricious 
It does not call for less genius: 
talent, 


does not 


means we value it more 
elements. 


it demands more—mort less eccen 
tricity. Sanity will never go out of fashion. 
First principles are best principles and they 


alone will survive. 


J. W. Campbell 
Carson Pirie Scott & Co., Chicago 
I feel it difficult to forecast new 
trends or developments on display for 1940, 
How 


is rather 


and, as usual, dislike being quoted. 
ever, thing seems to stand out in my 
mind that might serve merely as a sugges 
I think there is a splendid opportunity 
build dis 
plays around the idea, “Designed and made 
in America.” We can help our designers 
and manufacturers in this and 
timely selling displays that will undoubted] 


be a credit to the displaymen of America. 


one 


tion 


for display artists to study and 


way create 


Joseph B. McCann 
President, International Association of Display 
Men; S. Kann Sons Company, Washington 
We must give increasing attention to color 
harmony, but let us have it in the merchan 
dise itself. Too much color lighting may 
confuse the true color of the article on dis- 


play. Style merchandise today sells itself 
if it is clearly lighted. Plain modern back 
grounds permit the real quality of a com- 


modity to be seen more advantageously than 
any other type. Plain modern backgrounds 
lend 
more favorably — with 
thought. The store that depends on its mer- 
chandise for business, coupled with dramatic 
presentation, the shortest and 
direct route to better profits. 


themselves to quantity displays 


also 


less diffusion ot 


takes most 


James David Buckley 
Saks-Fifth Avenue, Beverly Hills, Calif. 
than lofty, 
dictions, a few honest hopes: 

That this “Theatre of 
ther assume the strength, prestige, 
thority that its elder cousin, the advertising 
there too 


Rather tongue-in-cheek — pre 


Display” will fur 
and au 
profession, commands—or, are 
many prima donnas among us? 
That more of our friends—the merchants 
appreciate what conjuring it takes to in 


fuse inspired drama in such embracing pro 
motions as “White is Right.” 
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That if there must be surrealist windows, 
they have a reason for being—and_ that 
simple fantasy not be confused with Dali's 
wild concepts. We've been banging out the 
strange and the weird long ere surrealism 
was baptized. 

That architects will finally recog- 
nize the displayman as the logical consultant 
in planning the actual structure and func- 
tion of the window stage. 

That well-established ap- 
plied art will awaken to the advantage of a 
thorough and with instruc- 
tors who have been through the mill. 

That some “angel” will discover the heap 
of romance connected with this mad profes- 


store 


some school of 


serious course 


sion that so few of us have soberly chosen 
are to adinit the 
the would-be stage designers and has-been 
discovered their level 
form of 


and prone fascination of, 
who have 
outlet that needs them, in a 
art that most normal people don't even know 
exists. 

That ‘40 may be the in which the 
Museum of Modern Art will deem display 
sufficiently adult to have its own showing. 
Come this vear or no, it would be interesting 
the museum’s opinions of our 
chances for that realization, for 
there is much intriguing in display that none 
of the articles written in praise of it have 
even begun to explore; its history and life 
and the “dream” that some of 
though it’s anybody’s 


decorators 
in an 


year 


to learn 
delicious 


“back-stage” 
us have for its future 
what this future may be. 


2uess 


Carl V. Haecker 
Montgomery Ward & Co., Chicago 
More attention to interior display treat- 
ment in 1940 seems to be the important thing 
to do. In the definite 
trend towards better, more complete tie-up 
with the windows has been done in the inte- 
rior of the store and this point-of-sale fac- 
not be 


past few years—a 


tor can overlooked 

Displaymen, generally, from my observa- 
tion, are following through on interior dis- 
plays and in my opinion the display man- 
ager’s value will be measured by the manner 
in which he does a complete sales promotion 
follow-up job, in the windows and in the 
interior, with the advertising. 

Certainly no one can discount the impor- 
tance of following through, and certainly no 
one can discount the fact that the display 
manager becomes a more important factor 
for his organization as, if, and when he does 
this. 

In brief, the 1940 displayman, to be suc- 
cessful, should point toward doing a better 
merchandise selling job. 


exactly 


John L. King 
Managing Director, International Association of 
Display Men, Washington 

Dramatize displays for 1940 because dra- 
than 
Dramatize dis- 
plays because having the advantage of the 
third dimension and being at the point-of- 
they business than 
tvpe of Dramative 
because its 


matic settings sell more merchandise 


any other type of display. 


sale can do more any 


with 
added in- 


other advertising. 


fluorescent lighting, 
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Displaymen And 1940 Display 


tensity makes things stand out more clearly. 
(But get a guarantee against defective recti- 
fiers that may be noisy). Most important, 
dramatize the results of your displays to the 
firm that you work for, and to the retail 
world through publication, if you would re- 
ceive the credit that is deserved and if you 
hope to be allowed budgets that will permit 
you to produce the maximum of business. 
Harry Eastham 
Burdine's, Miami 
We feel that display will 
more important in 1940 in the retail world 
than it has been in the past. We, here at 
Burdine’s, are investing more money in dis- 
play in 1940 than ever before in our history. 
We believe that the day of weird window 
displays is over, and we believe that dis- 
play’s most important function other than 
its original purpose of selling merchandise 
is to glorify and glamorize merchandise. We 
also feel that one of the best ways to glorify 
our merchandise is through 


become even 


and glamorize 
the use of dramatic theatrical lighting. 

We have installed a most complete system 
of theatrical display lighting which we find 
potent factors in 
We have used 
By using 


has been one of the most 
the success of our displays. 
our lighting and not let it use us. 
light tones and proper color combinations we 
have enhanced and dramatized our merchan- 
dise. 

We feel that the trend in decor 
low trends in 1940. 
mean that as dresses and hats become sotte1 
the 


softer 


fol- 
By this we 


will 
fashions in 
and more feminine, naturally media ot 
decor will also become and more 
feminine. 
Clement Kieffer, Jr. 
The Kleinhans Company, Buffalo 

Old Father Time has just rolled up an 
other upon the scroll which we have 
named the Past. When he strikes off our 
balance on his books, let us strive to make 
it better than our last. To the 
future, we must take many 
things in retrospect. 

I do not like to prophesy, but rather plan 
fruitful of i 
contentment 


year 


visualize 
inventory ot 


so that each day be results in 
satisfaction, 
in work accomplished. 

Let us profit by last year’s mistakes, for 
they are lessons of wisdom. The past 
not be changed. The future is yet in 
We learn wisdom from failure much 
from success. It 1940 is to be a 
look into 
retrospection and plan our course accord 


management, and 


can 
your 
power. 
more than 
successful vear we must deeply 
ingly. 
Arthur Gray 
Lansburgh & Brother, Washington 

Nineteen-thirtv-nine—a great year of face 
lifting. The vear started for display a great 
job of face-lifting, one that 1s going to re- 
veal a face, better 
mechandising, and not quite so much make- 


smart new business-like 


up needed. One (and in my opinion the 
only one) that can increase our budgets, 
prestige, and better standing in _ retailing. 


Nineteen-thirty-nine—a fine convention too 
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soon forgotten by most of us, with loads of 
news, good props and ideas; let’s all pull 
together and finish the job in 1940. 


Joseph Apolinsky 
Loveman, Joseph & Loeb, Birmingham 

Institutional displays present the display- 
man a most fertile field for 1940 and years 
to come. Window displays can perform a 
better job by selling the store institutionally 
than by just direct merchandise — sales 
through displays. 

There is no doubt that the displayman, to 
accomplish this, has a problem convincing 
the boss; however, once proven, the rest 
is easy. 

Sell your store and you sell its merchan- 
dise. Direct sales of merchandise displayed 
are naturally limited, but there is no limit 
to selling merchandise by selling your store 
to your community. 


Erwin A. Hiffman 
Chairman of the Board, |. A. D. M. 
Hiffman Display Advertising Company, St. Louis 

Nineteen-forty should be a year of oppor- 
tunity for the displayman and display gen- 
erally as an advertising medium. Of course 
the opportunity that will be presented does 
not necessarily mean success unless advan- 
tage is taken of that opportunity. Display- 
men and those engaged in the industry 
should try this year to help themselves by 
helping their fellows; it is by this coopera- 
tion, understanding, and association that the 
many problems that confront displaymen and 
display can best be remedied. 

What other means, or course to follow, is 
there for this than to join the I. A. D. M., 
the representative association of the indus 
trv? Try to help instead of knocking; help 
yourself by helping your associates. It is 
like “United we stand, divided we fall.” 
Let's get together. 


W. L. Wardrip 
William Hahn & Co., Washington 

Display has now taken its rightful place 
as an important and indispensable part in 
any promotion plans. Functional, practical, 
dramatic displays will continue to take the 
place of abstract decorative window set-ups 
The alert sales-minded displayman_ will 
strive continuously to dramatize merchan 
dise in such a manner that the “looker” will 
immediately associate himself with that mer- 
chandise. And, by the same token, the pro 
gressive open-minded and intelligent man 
agements will encourage such practical use 
of display funds. 

Display as a profession has in the past few 
vears attracted a more intelligent and highe1 
tvpe man. These displaymen will study 
carefully and apply the principles of good 
selling psychology and sound merchandising 
knowledge in order to increase sales for the 
coming year. 


Louis A. Banks 
The Hecht Company, Washington 

Personally, I think that windows must al 
ways be “good theater,” lighting is more and 
more important (I do not mean fluorescent 
lighting), and color if used correctly is prob- 
ably the biggest factor in any successful 
display whether it be windows or interior. 

Do not forget you are selling merchan- 
dise! Backgrounds, signs, properties, etc., 
are to be used as a setting for the merchan- 
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dise to bring out the good qualities in it 
and not to bring out the backgrounds. Of 
course, I still think a lot of the Fifth ave- 
nue, Broadway and 34th street displays are 
to the average layman (outside of New 
York) a little bit “arty.” People in our 
locality just do not get them. I believe in 
ideas that are simple enough for the cus- 
tomer to understand. Good _ displaymen 
should confine themselves to their views and 
ideas. This is not a criticism of the way 
Fifth avenue stores display and dramatize 
their merchandise, for they have their own 
particular public and customers of that par- 
ticular locality who have been brought up 
and trained over a period of years to under- 
stand such things. 

I think it is high time to get away from 
the standard spring, summer and fall ideas 
to be used every year, such as swans for 


the White sale. I think the displaymen for 


1940 should be a little more original in the 
way of promotions. Display offers too many 
ideas and too much interesting work and 
research just to use the first or easiest idea 
that comes along. Display is unlimited in 
idea possibilities—make the most of them! 

I would like to say that I feel more than 
ever a displayman should first be a business 
man and second an artist and smart enough 
to surround himself with the necessary tal 
ent to do an intelligent job—people who are 
specialists in their own lines and who like 
to do what they are doing. <A _ successtul 
display manager will find that he will have 
a much better job when he uses this talent 
in such a way that their own ideas are 
allowed to come forth. Supervision of these 
ideas must be maintained, else it becomes a 
dangerous thing. 

This all sums up the following qualifica 
tions for 1940 display: simplicity of design 
and ideas, lighting, dramatization, impor- 
tance of personnel selection and training, 
importance of running a good department for 
your particular store. 

Display and display managers will really 
come into their own when they stop to anal 
yze facts such as presented above and when 
they learn to present their problems to the 
management in an intelligent and forceful 
way; when they stop letting buyers and 
merchandise men make up their minds for 
them too quickly and tell them what to do 
too many times; last of all when they learn 
to become executives without turning into a 
“big shot.” 

\ll the foregoing statements may sound 
as if I am a little upset as to the way dis 
play is treated and the way display man 
agers treat it, with myself included of course. 
I am. I’ve realized many times in the last 
few vears that advertising men are extreme 
ly capable people that do their jobs and do 
them well, but that they are no smarter 
than the display manager—with one excep 
tion, and that is, advertising men can talk, 
present figures and ideas so that their deal 
ings with the management are mere state 
ments with facts. Therefore, advertising 
men rate a higher salary and for the most 
part are about 90 per cent higher in pres 
tige. If people in the display business do 
not get hold of themselves in this coming 
year when the profession is getting more and 
more important, the ones not interested in 
getting along will pull down the ones that 
want to get along. 


George Westerman 
Commonwealth & Southern Corporation 
Jackson, Mich. 

Display, like music, speaks a_ universal 
language understood by young or old, illit 
erate or learned, masses or classes, and no 
other form of advertising can make such a 
claim. 

Display exhibits the merchandise in its 
actual size and color, with nothing left to 
the imagination, and no other form of adver 
tising can match that claim. 

Display exhibits its wares at the very 
point where it may be purchased, with no 
time for buying enthusiasm to cool off, and 
this is true only of display advertising. 

Display is trusted by the public—peopk 
believe what they see—while it is an ac 
knowledged fact that everyone doubts and 
distrusts the printed word 

Many retail merchants are fast realizing, 
too, that today but little time is spent in the 
home as compared with ten and twenty years 
ago. The public today is pleasure-bent 
Electrical and other mechanical time-and 
labor-saving contributions, along with the 
lower-priced car and the theater, all tend 
to add to display’s circulation value. M1 
and Mrs. Public are on the go. 

Display, even though seldom properly 
credited by the retailer, has shown progress 
greater than any other promotional form ot 
advertising. To convince vourself, one has 
but to compare copies of the other forms 
of earlier years with those of today and 
contrast displays of vesterday and now 

Yet the same percentage of the advertis 
ing dollar is being allotted display as of 
vears past and if and when display ts recog 
nized tor its real present-day value, then 
and then only will it cease to be thought ot 
as printed advertising’s stepchild rather than 
its original relationship as the father of all 
advertising 

H. W. Morton 

Coleman Lamp & Stove Company, Wichita 

Well, another vear has gone by and, whil 
the international situation 1s pretty gloomy, 
the display field as a whole shows a definite 
trend towards achieving a new goal In 
1939 we had one of the best conventions in 
the history of the national association and 
look forward to an even better one for 1940 

The outlook for the display field in 1940 
is very encouraging. While a lot will de 
pend on world conditions, I believe as a 
whole the budgets tor displays will even be 
a little larger in 1940 and the quality and 
type of display will keep moving to the 
better type or more effective point-of-sale 
display, rather than to the cheap “put it in 
and get by” type. 

\s to themes for display, in all branches 
of the field this will depend greatly on the 
world situation and how it affects this coun 
try, but let’s all look for a real thriving 
business for 1940 and we'll get it. 

George H. Wagner 
J. L. Brandeis & Sons, Omaha 

\s the old year wanes, high aspirations 
and plans for the coming year spring anew 
in the minds of display merchandisers. The 
lighting, color, decorative and architectural 
treatments seen at the New York and San 
Francisco expositions have fired the imagi 

[Continued on page 44] 













































































DISPLAY WORLD JANUARY, 1940 





16 


Southiand Displays Dominate 
Chicagso’s State Street 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


Trekking along with tradition, State street 
merchandisers have started the New Year 
“light.” Palm trees unblighted by Chicago's 
sudden zero wave are lifting their fronds i 
toward the plate glass and laughing ladies 
are looking surprisingly comfortable in pas- 
tel sports frocks with no sleeves to speak 
of, ignoring the elements beyond their iso 
lated settings. The travel agents are enjoy 
ing their spot in the sun, flooding the scene 
with wanderlust posters, Caribbean maps 
and holiday luggage. Along the street there 
is just a hint of magnolia in the air and 
here and there a wrought iron balcony sets 
one to dreaming of sub-Mason-Dixon climes. 

Innovation at Marshall Field’s is Display 
Director Arthur Fraser’s pleated organdy 
vegetation in a tropical vein. (See lower 
photograph on opposite page.) In one effec- 
tive display there is a palmetto of pale lemon 
hue with a two-toned grass-twined trunk 
upon a circular stage presenting a pair ot i 
Miami-bound mannequins knee-deep — in 
southern accessories. For atmosphere there 
are three wall pictures depicting far-away 
sunny scenes ... pictures hung with malice 
aforethought to make gypsies of the most 
work-a-day passersby. And there is a stand- 
up poster which reads, “South of the Forty- 
second Parallel . . . Field’s Fashions Will 
Dazzle the Sun.” 

Director Fraser produces an equally fas- 
cinating setting, dominated by an imagina- 
tive organdy cactus, chartreuse paling into 
sun yellow, and a whimsical burro of papier 
mache and straw with ingenious daisy eyes 
carrying a play-bound girl in shorts and 
striped blouse. Her companion wears a gay 
sombrero and on the floor of the small stage 
is a tableau of miniature novelty figures 
which hail from one of those quaint flower- 
strewn countries where women are born with 
baskets on their heads. On this set, too, 
travel photographs are posted as convincers. 
The legend is the same. 

With his fine flair for the original, J. W. 
Campbell, Carson Pirie Scott & Co. recently 
brought the ballet to the beach to suit his 
purposes. Varicolored water color and cut- 
out background posters showed sections of 
the briny deep in a busy moment, with well- 
fed fish holding conference with wise-look- 
ing sea-horses. Topping each of the water 
scenes a tarleton-skirted nymph pirouetted 
upon a fanciful seashell. Far front were 
framed photographs of scenes from the 
Ballet Russe. Placards proclaimed, “Out- 
lined Against the Sands the Ballerina Sil- 
houette Takes to the Beach in enchanting 
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—Top, by G. C. Bowen, The Hub. .. . Center, 
by Les Borofsky, Morris B. Sachs Company.... 
At left, by J. Pollari, Charles A. Stevens & Co. 
. . . (All photographs by courtesy of Fred 
Kuehn, Photographers, Chicago) — 
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—Top, by J. W. Campbell, Carson Pirie Scott 
& Co. ... Center and below, by Arthur Fraser, 
Marshall Field & Co.— 


colors from your Favorite Ballet.” And, 
“Stolen Ballet Colors in a Playsuit with a 
Swirling Skirt or in Trim Slacks and Shirt.” 
The mannequins’ costumes featured wide- 
flared short skirts, hourglass waists, and 
shoulder straps, a departure from standard 
play togs. The panels are pictured on page 
i? 

“It's June in January” beckons a poster- 
esque calendar in a vacation window at The 
Hub, where G. C. Bowen directs the mer- 
chandising tableaus. (First photograph, page 
16.) A second poster, suggesting all sorts 
of holiday pastimes, and a growth of tropi- 
cal foliage complete the atmosphere. One 
mannequin in a light afternoon frock re- 
clines in a deck chair; a second, in smart 
sports costume, assumes a lackadaisical atti- 
tude on foot. Men’s Palm Beach suits and 
lightweight lounge clothing are distributed 
about the window, which points “South to 
the Sun.” 

Among windows heralding the advent of 
1940 was one arranged by Les Gorofsky, 
for Morris B. Sachs. (Second illustration.) 
A simple presentation of three evening en- 
sembles was dramatized by a profusion of 
serpentine in rainbow colors looped over an 
impressionistic doorway draped with metal- 
lic cloth. Hats on heads ... on the floor 

. on the walls and where pink elephants 
never thought of being added a share of 
gaiety to the floodlighted scene. 

Thirteen mannequins might seem an un- 
lucky number just offhand, but they brought 
a great deal of happy New Year patronage 
to Charles A. Stevens & Co. when garbed 
recently in a variety of around-the-clock 
costumes for holidaying schoolgirls. Three 
enormous’ hand-lettered posters spotted 
across the window all carried the same mes- 
sage for emphasis: “For Every Hour of 
vour Happy Holiday and Back at School 

Steven Junior Deb Salon.” <A smaller 
placard announced, “The New Pastels and 
Prints Will Add Dash and Glory to your 
Next Semester.” Party note was captured 
by bunches of bright balloons tied hit-or- 
miss to corners of the posters, anchored to 
coat collars or caught in a swirl of serpen- 
tine scattered about the floor. A section of 
this window is shown on page [6. J. Pollari 
is display director. 

The following displays are not pictured. 

“Snow News is Good News,” promises a 
blue painted tin streamer anchored to a pair 
of criss-crossed tree trunks of cardboard 
tubing, stained forest brown, at Sears Roe- 
buck & Co. Jutting here and there from the 
bark are tufts of vivid green grass and clus- 
ters of pine cones. Five outdoor boys in 
snow suits, zipper jackets, warm coats and 
high boots center their interest in a well- 
built bob sled. Several are equipped with 
skis. A card mounted on an electric-blue 
board to match the streamer announces, 
“When the winds blow and the snow flies, 
Sears togs for boys will keep them safe and 
warm.” Three of the store’s full-page news- 
paper advertisements are spotted throughout 
the window. 

Cold weather continues in Sears’ Van 
[Continued on page 57] 
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Los Angeles Displays 


By HERB CROSS 
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"Dick" Whittington, Photographers, Los Angeles 


\s the switch was pulled to snuff out the 


Christmas decorations of Los Angeles and 
Hollywood, displaymen here quickly snapped 
out of their holiday mood and began study- 
ing methods really 
in 1940. 
jitterbugs, it's an odds-on bet that this year 
Dur 
here on 


to produce “the goods” 
Despite war mongers and _ political 


will be a busy one for the profession. 


ing the last few months business 
the west coast has taken a decided upward 
turn, additional promotional 


funds for many display budgets. Christmas 


which means 
sales soared sky high this season, and much 
of the credit was openly showered on those 
responsible for the exceptional displays. in 
this territory. 

Figuratively speaking, 1939 may be gone, 
but an occasional glance backward over the 
lessons learned and experience gained shows 
that it was a pretty good year for the in 
dustry. Inspired certain that 
the public has regained much of its old buy 


retailers are 
ing confidence 
play 
vear. 
the advance predictions for 1940 as a banner 


Everything considered, dis 
had quite a profitable and progressive 


There is much to be thankful for, and 


year should be inspiration for applying just 
a little more to the task ahead. 
With the timely window 
James David Buckley, display di 
Saks-Fifth Hills, 
began a new series of outstanding windows 
The unusual New Year's eve illus 
trated in the first photograph on this page 
mid 


“oomph” 
holidays came 
displays. 
rector ol \venue, Beverly 
window 


shows a mannequin in the midst of a 


night celebration. This skylarking maiden, 


dressed in a flowing formal gown, is beating 


out her festive message on a copper kettle 
drum. Beside her is the twin drum she has 
just broken up and cast aside. Her flowe1 
be-decked fur wrap lies where the drum 


head used to be, while her purse hangs from 
the only Deviating 
from the more common serpentine, streamers 


remaming tuning screw. 


of ticker tape symbolic of the upper “four 


hundred” were dramatically hung in a fes- 
toon-like arrangement from the ceiling. In 
one corner of the foreground sit two minia- 
ture tympani representing 1941, seemingly 
vearning for the size and great strength of 
their predecessors. On the other side is a 
goblet in which is the girl's glove. The 
background is of threaded white cording. 
January in the Southland arouses interest 
in the numerous resorts. In the other Buck- 
ley window pictured here there is depicted 
taken Palm Springs, one of 
the more popular winter retreats. The fea- 
ture of the window 1s a colored transparency 
of a favorite hotel located at this 
The principal illumination for the display is 
projected through this photograph, back- 
lighting the articles in the foreground with 
transpar- 


a scene from 


resort. 


the corresponding colors of the 
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Framing the photo is a tear sheet of 
which 
In the toreground 1s 


ency. 
illustration board — on 
sketched desert flora. 

a spot-lighted mannequin attired in 
A variety of cactus peculiar to Palm 
Springs appears to be growing from the sand 


has been 
resort 
togs. 
at her feet. Resort accessories are used as 
fill-ins. 

Other Buckley windows in the same series 
featured a similar transparency treatment of 
local snow and mountain scenery. 

The Desmonds formal window on 
page 16 presented the newest in men’s eve- 
ning apparel. A wooden lamp post, similat 
in shape to those used on Hollywood boule 


wear 


vard, is placed in the center of the display. 
The lamp was lighted, supposedly with the 
aid of a large wire cable wound in a sur 
realistic fashion around the post. This win- 
dow was brilliantly illuminated, sug 
gestive of the night life of Hollywood. This 


ver) 


use of masculine mannequins, which tor the 
past few vears has been almost nil here, has 
become an integral part of the department 
store west The 
background of this window is imitation mar- 
Display 


displays on the coast. 
ble bordered with corrugated wood. 
Manager Blu Pinnell designed this window 
along with “Off to winter sun sports?” and 
designs for the Rose Bowl. 

Who there is 
California? Stuart 
winter sport display 
Broadway, downtown. It is 
note that apparently more attention is paid 
to the winter 
Pacific Coast than there is on the other side 


Southern 
Raymond designed this 
The 


surprising to 


says no snow in 


(top, page 17) for 


correct sportswear on the 


—Above and center, displays by James David 
Buckley, Saks-Fifth Avenue, Beverly Hills. 

Left, by Blu Pinnell, Desmond's. . . . (All pho- 
tographs are shown through the courtesy of 
"Dick'’ Whittington, Photographers, Los An- 
geles)— 
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—At right, by Stuart Raymond, The Brodway, 

downtown. . . . Center, by Carl W. Ahlroth, 

The May Company. . . . Below, by Aubrey 
Maley, The Broadway-Hollywood— 


of the continent. A great many stores give 
much display space to pushing this angle. The 
mannequins in this window are attired dif 
ferently, one for skating and the other for 
skiing. Pine trees and imitation snow flour- 
ish in the foreground, while a papier mache 
snowman stands at the back with the vari 
ous pieces of equipment for fun in “snow 
man's land” beside him. The background is 
a large water color painting of a snow scene, 
with paper cut-outs skiers coming down the 
mountainside. This window ts one of a series 
of forecast displays. Others featured th« 
fashion forecast for Mexico, cruise wear, 
and the Rose Bowl 

Although home furnishings were particu 
larly stressed at the downtown May Com 
pany, a series of New Year's windows de 
signed by Carl W. Ahlroth attracted con 
siderable attention. The teatures ot the 





quins are caught in the midst of a croquet 
game at the resort \t one side an imita 
tion palm tree made of a spongy plant ts 
erowing out ota base of colored pebbles 
\round the trees are arranged a lady's ac 
cessories and game equipment Phe back 
ground has the semblance of an archway 
that suggests the mission influence so preva 
lent in Southern California architecture. Out 


of one corner grows a cut-out cardboard 








ie palm tree. The lighting was amber and 
is gave one the sensation of the warmth ot 
rt desert) sunshine 
lm Other attractive windows around town 
nd featured fashions for the “sport of kings” at 
st Santa Anita, and “collegiene stvles designed 
for voung occasions, priced tor young allow 

les ances “ 
in New Display Form 
fe Booklet Issued 
re Specialists for many vears in display 
at forms, T. C. Palmenberg, Ine, 24 West 40th 
le street. New York City, has produced an 
Ny. illustrated folder showing the firm’s modern 
he forms . in various. stvles tor men’s” and 
ir womens wear. 
ia series were a clock and a group of cut-out 
a revelers attached to the front of the win 
a dows. The clock, with hands pointing: to 
oe the midnight hour, was made of bronze toil, 
si each piece appliqued individually to the win 
ont dow in the making. The merry makers, with 
we horns and dunce caps, were cut from card 
‘ board. The mannequins in the display were 
ay attired in exciting evening dresses, ready to 
me welcome in the new vear. A delicately carved 
i table at the back held the gown accessories 

around a hand that supported the head of a 
ii woe-begone celebrant. Confetti and serpen 
a tine fell carelessly across the window Phe 
h dramatic use of shadows and the halt arch 
diet way in the background aided in the pleasing 
i effect. Another window of the same series 
“és featured children’s wear taken trom the mo 
de tion picture “Gone with the Wind.” 


“Play finds tor Palm Springs and_ the 
desert” was the title of this resort window 
shown at The Broadway-Hollywood. Dis 
play Manager Aubrey Maley applied the 
simplicity touche which distinguishes his 
work. Maley is noted for his ability to dis 
play well, and at a minimum expense. In 
this window, two smartly dressed manne 
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George Morrison 

Advertising Manager, International Silver 
Company, Meriden, Conn. 

Good display is merchandising. It has a 
more and more vital part in modern selling. 
advantages is the 
identification that made between the 
merchandise offered in national 
and the actual merchandise in the 


One of its greatest close 
can be 
advertising 
retailer’s 
store. 

Better displays are the order of the day, 
for it is more than ever true today that “The 
better you show, the better you sell.” 

Displays today must reach out for business. 
To do this they have to be unusual—keen 
tuned to the product. 

E. R. Richer 
Vice-President, Hart Schaffner & Marx, Chicago 

Display in modern merchandising is one of 
the most important functions of selling to- 
day—and_ probably one of the most 
looked and underrated. 

Particularly is this true in the men’s wear 
field, and we are constantly striving to help 
retailers all over the country do a more dra- 
matic and intelligent display job in an effort 
to help them sell more men’s apparel. 

There should be a great deal of romance in 
back of all the merchandise that men’s stores 
sell. A little bit of research many times can 
uncover a number of angles from which ex- 
tremely forceful windows can be developed. 

Not only is the window problem itself im- 
portant, but interior displays today are taking 
on more significance than they ever have be- 
fore. | that interior units present 
more of an opportunity and have a_ bigger 
future than anything yet uncovered in the 
display field. 


OVET= 


believe 


A. F. Eckert 
Duofold, Inc., Mohawk, N. Y. 

With surveys revealing a high percentage 
of consumer impulse buying, the value of ef- 
fective point-of-sale display material becomes 
apparent. 

By failing to give proper consideration to 
dealers’ requirements, much valuable display 
cooperation is lost. This is especially true in 
the merchandising and resale of proprietary 
products in department Frequently 
displays are offered that are totally out of 
tune with the fixtures, atmosphere, and policy 
of the specific department. 


stores. 


If more thought were given, when design- 
ing displays, to the conditions surrounding 
their ultimate use, much waste could be elim- 
inated and wider 
could be obtained. 


use, with resulting sales, 


Rae Hickok 
President, Hickok, Rochester, N. Y. 

We are thoroughly sold on the value of dis- 
play. We believe that merchandise well dis- 
played is more than half sold, because our 
business has been built on the theory that 
the retailer’s window is the most. profitable 
place to advertise Hickok products. 

Each season we prepare displays that are 
attractive and appealing, and we are well sat- 
isfied with the reception and use they receive 
in the hands of our dealers throughout the 


country. 
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H. L. Hochstein 
Sales and Publicity Manager, Stein Bloch 
Tailors, Rochester, N. Y. 

Retail merchandising without display of the 
modern type would be so ineffective that it is 
hardly worth thinking about. Merchants are 
keener today than ever before to have their 
windows reflect a store policy in type of mer- 
chandise and their selling aggressiveness. 

Modern display is usually restrained in taste, 
but has borrowed greatly from stage effects, 
all to the advantage of selling. It is introducing 
true showmanship into business and. great 
strides have been made in effective display 
of merchandise. We believe that proper dis- 
play should have high-lighted decorative ef- 
fect, with the greatest emphasis on the mer- 
chandise itself so that consumer appreciation 
will follow through by purchasing. 

P. N. Swaffield 
Advertising Manager, Hood Rubber Company, 
Inc., Watertown, Mass. 

I feel that the proper kind of display mate- 
rial is invaluable to any advertiser. There 
are many manufacturers whose only method 
of advertising iS through the use of point-of- 
sale display material. In this particular case, 
displays are most important in helping them 
gain distribution of products to consumers. 

How er, those advertisers whose programs 
call for national advertising of any description 
should consider display material as the 
factor to make this national advertising pro- 
duce sales. Displays, when used by national 
advertisers, are the means of identifying the 
dealers using the displays as local distributors 
of the advertised products. It is the principal 
method of localizing a national advertising 
campaign. Unless suitable display material, 
which | like to term “identification marks,” 
is used by the dealers of the national adver- 
tiser, the buying urge created by the national 
advertising is entirely wasted. 

A national advertising program is of value 
only to the extent to which it can be localized 
by the manufacturer through his dealer out- 
lets. | firmly believe that proper display 
material is the most logical method to adopt at 
the point-of-sale, in order to make the national 
advertisement produce results. Also, I firmly 
believe that such display material should tie-in 
with the advertisements run in 
national publications so that there will be an 
association of thought, theme, illustration, 
and product in the minds of the 
readers of the advertisements and the products 
as displayed in the dealers’ stores. 

Displays, in order to be effective, should 
be planned with only one thought in mind 
and that is, to help the national advertisement 
produce sales. 


one 


very closely 


headline, 


Moriz M. Dreyfus 

Pioneer Suspender Company, Philadelphia 

You well know how important I sincerely 
believe display to be. Frankly, it is my per- 
sonal opinion that display is one of the most 
vital factors in the sale of merchandise in re- 
tail A displayman who can create 
displays that sell is truly an asset to any or- 
ganization, and 


stores. 


| hope that as these factors 


grow in the consciousness of businessmen the 
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world over, this growth will bring about two 
important developments : 

(a) That the display departments in retail 
ever- 


organizations be allowed to play an 
increasing part in sales planning. 

(b) That manufacturers provide retailers 
with less and less of the kind of display ma- 
terial that creates hurrahs at sales conventions, 
and more and more of the kind of display 
material that really sells merchandise across 
retai] counters. 


N. H. Terwilliger 
Sales Promotion Manager, Zenith Radio 
Corporation, Chicago 

Modern display, both for window and floor, 
is a very important factor in the merchandis- 
ing of radios. Displays are a large part of 
our promotional activity and special emphasis 
is placed upon their use. 

Displays, to our way of thinking, are as 
important as well designed merchandise. In 
each display we attempt to convey to the pub- 
lic the merits of our product in a simple and 
fast form; in creating displays, we call upon 
the knowledge of our entire organization, our 
dealers, their salesmen, and go so far as to test 
them in the field for their effectiveness. 

To the manufacturer who can dominate 
dealer windows goes the glory of being first 
in sales. 

Joseph M. Kraus 
General Sales Manager, A. Stein & Co., Chicago 

If I may be permitted some poetic license, 
I'll make it succinct: 

Campaigns and plans for 

fought 

Are doomed each time to come naught 

Unless you use this hard-won thought : 

The virtues which your ads have taught 

To all the prospects you have sought 

Fade if passing eyes aren't caught 

by point-of-sale display ! 

P. S. It’s the function of display to stop 
passersby and make them shop. 

P. P. S. Jog your customer’s memory at 
the point-of-sale, and all your advertising will 
work to some avail. 


which you've 


M. C. Williamson 
Bausch & Lomb Optical Company 
Rochester, N. Y. 

In a sense, display windows are miniature 
billboards, many of them situated in the most 
preferred locations. Manufacturers pay noth- 
ing for this valuable space. They only pay 
for the paper and cardboard necessary in turn- 
ing this space to their own advantage and 
the advantage of the retailer who is selling 
their merchandise. That is one reason why 
we regard displays as an exceedingly efficient 
medium reaching a large number of people 
at relatively low expense. 

More important yet, is the fact that displays 
constitute the final link between the buyer and 
dealer. This is rather a vital link, too, when 
you consider that no one can buy your prod- 
uct until he knows where it can be bought. 
As point-of-sale advertising, we consider dis- 
plays indispensable. 

Of course, our problems in the optical in- 
dustry are peculiar to the professional group 

[Continued on page 62] 
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DARLING 


ANNOUNCES 


A newly designed and sculptured series of dis- 
players and forms, of the moment, in Darcraft 
papier-mache and Dartex composition. 






















You will find in these new displays a refreshing 
interpretation of correct merchandise presen- 
tation for the advanced styles. Each and 
every form, in this startling new line, is action 
styled to reveal the merchandise in its most 


id . 
appealing manner. 


yn 
Ir 


a These new Darling displays will be manufac- 


tured scrupulously to the highest standards of 
quality in a bright, new, modern-equipped 
factory—at prices you can afford to pay. 
They may be purchased from any one of the 
following distributors. 


te 
st 


ORDER FROM YOUR NEAREST DISTRIBUTOR 


C. Barrango & Company, San Fran- 
cisco, Calif. 

John W. Baugh, Nashville, Tenn. 

Bison Display Fixture Company, Buf- 
falo, N. Y. 

Cameron Company, Chicago, Ill. 

Carson, Pirie, Scott & Company, Chi- 
cago, Ill. 





Champion Display Studios, Seattle, 
Washington 


Art R. Cohen, Pittsburgh, Pa. 


Garrison Wagner Company, St. Louis, 
Missouri 


B. B. Levy Fixture Company, Cleve- 
land, Ohio 


Isidore Levy, New Orleans, La. 


Matzer Window Display House, Co- 
lumbus, Ohio 


New England Decorators Supply Co., 
Boston, Mass. 


Oltmanns', Omaha, Neb. 
C. P. Person, Minneapolis, Minn. 


Reinermann Fixture Company, Cincin- 
nati, Ohio 


Segall & Sons, Philadelphia, Pa. 
Nat Siegel, New York, N. Y. 


| DENSE IMGEDIBT AEN 
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DISPLAY 


Display Bits... 


WORLD JANUARY, 1940 


By Edward Henry Tackne 








“ 








—This month's "bit" forecasts coming 
events— 


—Figs. | and 4 are a preview of what 

some Easter bunnies will look like, while 

Fig. 2 is an early hint for St. Patrick's 
Day— 


—Fig. 3 is a fine poster head for 

Washington Birthday displays. Use a 

tan or cream background, highlighted 

with white as indicated and do the 

shadows—maroon, blue-black or very 

dark green. Style with paint or ap- 
plique colored fabrics— 


—Figs. 5 and 6 in pastel shades and 

with appliqued flowers make interesting 

spring backgrounds, while Fig. 7 calls 

for ingenuity in choice of construction 
materials— 


—Fig. 8 is a Clean-Up, Paint-Up 


reminder— 


—Fig. 9 will 'serve'’ most anytime to 
sell most any item, and Fig. 10 is for 
your convenience in case you forgot 
just what a pussywillow does look like 
and need it for a spring display idea— 


H 
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INTRODUCING .... Trspicamne 


From the far off jungles comes the material for the new line 
of Adler-Jones Tropicane fixtures. . . . You'll like this natural, 
unfinished cane (not bamboo). It's strong and tough, yet light 


and airy-looking; the display tops are finished in pastel colors to 


Hundred f displ * * ° * 
ideas are included in SUit your special color scheme. Tropicane is exactly what you 
our new Spring and 
Summer catalog just 
pA gy IR ME need for your cruise, summer and vacation displays. Send for 
mailing list, write for 
loll PR ayes f n | " . ° | ~ " 
a copy of the new catalog "Tropicane Display Fixtures,"’ today. 


request. 





THE ADLER-JONES CO., 525 S. WABASH AVE., CHICAGO 
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Asencies And 19406 Display 


Allen G. Burdette 
T. J. Maloney, Inc., New York City 

The added importance given to point-of- 
sale advertising by national advertisers is 
best demonstrated by the greater share of 
the advertising dollar it is claiming, and the 
increased effort given to creating striking 
and effective displays. Indications are that 
1940 will be display’s biggest year. 

Four trends seem apparent: first, the use 
of color-photo illustrations, in keeping with 
the current photographic wave. These com- 
bine color with realism. Second, the greater 
use of third-dimensional effects for settings, 
for lettering, etc., the objectives being both 
to increase realism and to make the display 
message project itself stronger. Third, mak- 
ing animation tell a story or illustrate a 
product's use—not just serve as an attention- 
getter. Fourth, the adoption of miniatures 
and puppets. These seem to be enjoying 
considerable popularity currently. 

Ideas for displays may originate with the 
agency, the client, or the display house. In 
any event, it is becoming more and more 
the practice to test any new display idea in 
a representative store prior to launching it 
on a national scale. In conjunction with the 
handling of one of our own accounts, The 
Sherwin-Williams Company, we have actu- 
ally set up a typical Sherwin-Williams paint 
store under the agency management. Here 
display as well as other forms of advertising 
are pre-tested. 

Among newer techniques we find screen 
processing and flocking taking their place 
with the more established forms of printing 
and reproduction. Recently developed stand- 
ardized background materials, cutouts, and 
processed papers have found a ready market, 
too, because most of these materials offer a 
degree of smartness and of flexibility that 
makes them adaptable to highly distinctive 
and individual displays. 


Bernard S. Slavin 
Lamport, Fox & Co., South Bend 

Customers should have more money to 
spend in 1940. With coins jingling in their 
pockets, folks will be more receptive to good 
merchandising in its most visible form— 
good display. 

Display will help sell those items people 
don’t ordinarily intend to buy. Display will 


clinch the sale now of merchandise they 
intended to buy some time. Thus display 
overcomes sales resistance on “optional” 


items, increases volume on “demand” items. 
Eventually ignites buy-action sparks on all 
items for which there is a logical need. 

As never before, in 1940 well-conceived 
display in some form should be a “must” in 
every promotional program. 


Stanley F. Pflaum 
Stanley Pflaum Associates, Chicago 

There are several factors which lead me to 
believe that display’s role in merchandising 
will be increasingly important—not only in 
1940 but in the years ahead. Other forms of 
advertising apparently are coming in for more 
stringent regulation each year. Advertisers 
and agencies are approaching the problems of 
circulation values and techniques in display 





with a new and scientific interest. The growth 
of super-markets and self-service stores 
throws a greater responsibility on the selling 
power of the display itself. And, finally, im- 
proved materials and processes make possible 
displays that are more attractive, more com- 
pact, and more effective. 


A. W. Landsheft 

President, Landsheft & Warman, Inc., Buffalo 

Every year we are becoming sold all the 
harder on the value of display and point-of- 
contact advertising. Recently, on a campaign 
where unusual display material—at the point- 
of-sale—played an important part, we broke 
all sales records for a company that has been 
in business for over half a century. 

In our campaigns for 1940 we are planning 
to incorporate more display material than ever 
before. 

In our opinion, the advertising profession 
as a whole is paying more attention to forms 
of advertising that were formerly considered 
as “supplementary”—all of which should mean 
greater use of display material and ideas than 
ever before. 


Sells Stites 
The Keelor & Stites Company, Cincinnati 

We feel that the place of display in mer- 
chandising for 1940 is most important. 

A chain is only as strong as its weakest link, 
and in the chain of consumer advertising cer- 
tainly display is justified as never 
before. 


strong 


Charles M. Storm 
President, Charles M. Storm Company, Inc. 
New York City 
I am convinced that 1940 will be one of the 
best years that display has seen. There is a 
growing recognition of the fact that advertis- 
ing and merchandising plans which omit dis- 
play are, too often, a chain just one link too 
short to reach its objective. The tremendous 
power of good advertising does wonders in 
creating recognition, interest, and desire; dis- 
play, good display, is often the deciding factor 
which translates advertising effort into sales, 
because it is the one advertising medium 
which meets the consumer on the spot and im- 
pels immediate action. 


F. S. Kent 
President, W. |. Tracy, Inc., New York City 
Display in 1940 will play as prominent a 
part as ever in the advertising picture. No 
well thought-out campaign minimizes the im- 
portance of display material. It is as im- 
portant in the entire chain as the use of news- 
paper, magazine, or radio. 


Claude Schaffner 
Claude Schaffner Advertising Agency, 
New Haven 
If the present business improvement con- 
tinues through 1940, manufacturers should 
make a whole-hearted effort to keep down 
the size of their display matter. Improvement 
in conditions always brings out innumerable 
new products, each with its own store display. 


If a general wave in size economy doesn't 


take place, it will simply mean a definite in- 
crease in the sale of bigger and better ash 
cans! 


A great many displays could easily stand 2 
decrease of a few inches. This, if generally 
applied, would practically eliminate the pres- 
ent counter, ledge, and window congestion. 
Excessively large margins, needless oratory 
and lettering with grape vine extenders spread- 
ing all over everywhere, and unduly protrud- 
ing cutouts are what cause the trouble. Most 
of this could be moderated without loss of 
forcefulness and the dealer would get the 
break he certainly needs. And it goes with- 
out saying that his break is the manufac- 
turer’s. 


Ed Wolff 
Ed Wolff & Associates, Rochester, N. Y. 

In optical circles it is generally accepted 
that 83 per cent of our mental impressions 
come through the eye. Clearly, then, next to 
placing the actual merchandise in the user’s 
hand for examination, one of the best ways 
of gaining attention for it is by means of an 
eye-catching display. 


Robert Winternitz 

Robert Winternitz, Advertising, New York City 
In considering the effectiveness of display 
advertising, it must be remembered that there 
are thousands and thousands of small stores 
who have no advertising medium other than 
their windows and counters. There are thous- 
ands more whose direct mail and newspaper 
efforts are necessarily restricted to the meager- 
est scale. Even in the case of the largest 
department stores, you will often be told that 
the windows bring in the bulk of the busi- 
ness. These are simple facts, but often over- 
looked. With new display techniques to com- 
pel attention and stop the passerby, the op- 
portunity to write new business and solidify 

the old is more alluring than ever. 


F. W. Ziv 

President, Frederick W. Ziv, Inc., Cincinnati 

Competitive merchandising today is so spir- 
ited and aggressive that it becomes increas- 
ingly necessary to carry the full force of 
consumer impact at the point-of-sale. Although 
dominant display material at the point-of-sale 
is highly essential in connection with almost 
every product, it is a “must” factor to suc- 
cessfully merchandise food and household 
products where premiums are now being used 
extensively to excite consumer interest and 
buying. Premiums must be presented by 
forceful, eye-catching displays if results are 
to measure up and pay out for the manufac- 
turer. I have come to the conclusion that we, 
engaged in the business of advertising and 
merchandising, must devote more and more 
of our time and talent to the development and 
use of point-of-sale displays if we are to 
keep up with the present pace of merchan- 
dising and do a good job of selling our clients’ 
products. 


Austin C. Lescarboura 
Austin C. Lescarboura & Staff 
Croton-on-Hudson, N. Y. 

Whether or not it be the influence of the 
New York and the San Francisco world 
fairs held during this past year, the fact re- 
mains that our American public is more dis- 

[Continued on page 56] 
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By the Makers of Nu-Trim 
Effective January 1, 1940 
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Copy of announcement 
letter mailed by Dennison 


This improved SHERMAN DISPLAY 
MATERIAL LINE will be ready January 30 for distribu- 
tion from our Newton Upper Falls “24-hours-a-day”’ fac- 
tory and warehouses at New York, Chicago and Los 
Angeles. Our display business is operated as a complete 
and separate division, with a well organized staff of 
trained DISPLAY SPECIALISTS in all parts of the coun- 
try, ready to serve you with Display Advertising and 
Sales Ideas. 

In 1940, we continue our pledge: To develop and pro- 
mote BETTER IDEAS FROM PAPER, to the best inter- 
ests of the Display Business. 

Now on the press—our NEW 1940 CATALOGUE— 
ready for mailing January 30. Full of display ideas for 
SPRING and SUMMER, with complete description of 
the SHERMAN LINE. 


Write or wire now for your copy—Cat. No. 140 





Through an exclusive arrangement with 
the Dennison Manufacturing Compaagy, 
we are now manufacturing for jobbers 
and distributors these nationally fa- 
mous display materials: — 


TONE-CRAFT DEEP-TONE 
Corrugated backing Heavy duty crepe 
TAFFETEX PLAN-A-TRIM 
Laminated 7300 line Display corrugated 
DESIGN-CRAFT 


Printed designs on Tone-Craft 


These popular materials have been 
combined with our CORRUGATED 
DISPLAY SPECIALTIES: 


NU-TRIM CORRODEK 
Non-crushable Corrugated Improved Corrugated 


And to serve the field with an even 
greater line, we have added two dis- 
tinctly new products: 


NU-CRAFT DISPLAYS-—Sales-winning 
fabricated seasonal panels and sets, 
silk screen processed on TONE-CRAFT 
with corrugated backing. Each display 
designed to roll up into a compact unit 
for economical handling. 


NU-CURVE— Jumbo corrugated in rolls 
48" and 72” high. Heavy duty corruga- 
tions with 1" Roman column style flutes, 
in white and colors—the finest corru- 


gated ever made. 


SHERMAN PAPER PRODUCTS CORP. 


Newton Upper Falls, Mass. 
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isplay Studio Problems 


The 


During the past few months we have had 
considerable use for odd shapes in display 
design, and their accurate construction has 
caused us considerable trouble. Thinking 
that display artists in other sections of the 
country probably run up against the same 
have jotted down a few to 
pass on to you. Most of us studied these 
methods in school or have run onto them 
at other times, but have since forgotten them 


difficulty, we 


so here they are. 

Figure A 
collar. To determine the flat pattern for this, 
draw the short diameter CD parallel to the 
longer diameter AB and bisect these with a 
straight line. Then, through AC, extend the 
line to E on the perpendicular and through 
BD draw a straight line to KE. Now, using 
I. as a center, construct a circle using IC as 


shows the construction of a 


radius and another using EA as_ radius. 
This gives the thickness or the height of the 
collar. Then, using F as center, draw the 
halt circle AB. Step this off in a number 
of segments—I have used six. Using this 
same measurement, BG equals AH, step off 
twelve segments on the larger circle. This 
gives the length of the collar. Now you 
have a flat pattern which, when the two ends 
are brought together, will give you the same 
angle and height as you wanted for the 
collar on the display. 

Figure B shows the construction of a 
perfect five-pointed star. To do this, draw 
a circle of the size star desired, drawing 
your diameter (AB) through the circle. Now 
bisect the radius at C and, using CD as 
radius, cut the diameter at FE, using C as 
the cente! Then, using DD as the centet 
and DE as radius, cut your circle at F, 
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XVII. LAYING OUT ODD SHAPES 
By A. L. GILLAM, Display Artist 


Coleman Lamp & Stove Company, Wichita 


which is one-fifth of the circumference. 
Stepping this off around the circle and con- 
necting the points with a straight line pro- 
duces the five-pointed star. This method can 
be followed in the construction of a penta- 
gon if the points are connected as shown by 
the dotted line. 

The poster star is constructed in the same 
manner—that is, you find the five points of 
the star in the same manner as in Figure B. 
In Figure C we have found a point half way 
between the two points of the star and have 
drawn a line through the center. If you 
will divide this line into three-fifths, starting 
from the center point, point A will be the 
inside corner of your star, forming what is 
known as the poster star. 

Figure D is the construction of an oval. 
To do this, draw a square the height you 

Divide the square into four 
Using A as the center, con- 
as the center, 


want the oval. 
equal parts. 
struct arc BDC and, using C 
construct are BF. Then, using B as the 
center, construct are CG. Using E as the 
center, construct arc FG. This gives a per- 
fect oval or egg-shape. 

Figure E is a free-hand ellipse, used fre- 
quently in drawing letters of the alphabet. 
To draw this, draw a rectangle the width 


—Figure A, to determine a flat pattern for 


a collar. . . . Figure B, constructing a pent- 
agon or five-pointed star. Figure C, 
constructing a free-hand ellipse. . . . Fig- 


ure F, an ellipse template made of cellu- 
loid. . Figure G, scrating the template. 


. . . Figure H, breaking the center from the 
template— 











and height that you want the ellipse. Divide 
the rectangle into four equal parts, putting 
in the two diagonals. Now determine the 
point B by measuring one-fourth of the dis- 
tance AC. Then draw in your curve for 
your ellipse free-hand, using these points 
B, D, E, F, G, H, I, and J through which 
your line must run. 

I have stumbled on the idea of using 
celluloid when by chance I have to use the 
same ellipse several times. In this you use 
the three-points-and-a-string method = of 
drawing your ellipse. Get a large darning 
needle and sharpen the point (making it 
round, not a flat point), sharpening it just 
enough so that it will scratch the celluloid. 
Now, with your two pins in place and a 
strong string which will not stretch, scratch 
the ellipse into the celluloid with the darning 
needle. When you have completed your el- 
lipse, take the celluloid with the scratched 
side up and bend down around the edges. In 
this way the center will break out. If you 
will now take a little fine emery cloth and 
touch the inside very lightly, it will smooth 
it up so that you can use either pencil or 
pen to construct as many ellipses of that 
given size as you wish. It is well to con- 
struct this ellipse first on paper and then 
put vour celluloid over it and be sure to 
mark on your celluloid small lines at both 
sides and both ends, indicating the center 
line of vour ellipse as in Figure F. 

The above are just a few mechanical 
drawing problems that we all struggled 
through in school, but they are easy to for- 
get, especially when you are under pressure 
and a job comes up where one of these 
immediately. 


problems is needed 








BREE 








JANUARY, 1940 


Crandic Club Holds 
Christmas Party 


Thirty-five members, wives, and triends 
attended a Christmas party held by the 
Crandic Display Club (composed of Cedar 
Rapids and lowa City, lowa, displaymen) 
at “The Bungalow,” the Cedar Rapids light 
and power company’s model home. H. A. 
Fitzsimmons, Armstrong’s, won a prize for 
naming the most persons present and for 
introducing each guest without once hesitat- 
ing for the correct name. The dinner was 
prepared by the members’ wives. 

Fred Long, H. N. Craemer Company, 
Cedar Rapids, and chairman of the club's 
social committee, distributed the exchange 
gifts, which was followed by shop-talk. Moie 
Hamburger, Strub’s Department Store, lowa 
City, photographed the group and later sent 
each a picture as his Christmas card. 


Introduce ‘Junior’ Unit 
For Slide Projection 

Spindler and Sauppe, Inc., 86 Third street, 
San Francisco, manutacturer of the remote 
controlled “Selectroslide,” automatic slide 
projection equipment, is now working on a 
model known as the “Selectroslide Junior.” 
This new equipment has been designed to 
answer the demand tor a unit of smaller 
capacity and low cost for display purposes 
primarily. In this model, the projector and 
the mechanism are housed in a single unit, 
both compact in size, and light in weight. 


Braille Helps Blind 
"See" Display 

An innovation in window display was in- 
troduced a few days ago by Marcus & Co., 
New York City, in a symbolic New Year's 
window dedicated to the American Founda- 
tion for the Blind. In order that the blind 
themselves might read the dedication, a 
metal plate was affixed to the window, 
Braille dots conveying the message of the 
gold background and other properties to the 
sightless who made the journey to “see” the 
display. 


New Location 


For Seaman 

A. G. Seaman & Co., Inc., New York City, 
is now in much larger quarters at 31 West 
34th street. The company specializes in 
fashion mannequins and forms and has just 
announced the completion of a flexible waist 
dress form in which much interest is being 
shown. Literature is available on request 
to the address given above. 


Boston Club To Meet 
On Third Mondays 

All future meetings of the Boston Display 
Men’s Club will be held on the third Monday 
of each month at Room 302, Telephone 
building, 245 State street. Visiting display- 
men are invited to attend. 


Capitol Displays 
Changes Location 

Capitol Displays, formerly located at 23 
Bond street, Brooklyn, has removed to new 
quarters at 58 West 39th street, New York 
City. 
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Said Mrs. Hortense Odlum, President, Bonwit Teller, New York City, in 
her new book, “Woman's Place’: "Those windows which for the first time 
combined stage lighting with the lifelike Spadea figures were so fan- 
tastic and imaginative that they literally stopped traffic on Fifth Avenue.” 








America’s Leading Fashion Artist 


Jean Spadea 


presents her new Spring creations of PAPER and 
Plaster Mannequins. 


The increasing popularity of Spadea figures is 
proven by the fact that in 1939 sales were 100% 
ahead of 1938. 


Clothes on Spadea Mannequins look more glamor- 
ous—and sell faster—2 good reasons why you 
should feature them. 


Spadea Mannequins 
22 EAST 56th ST., NEW YORK CITY 


SPECIAL COIFFURES FOR SPADEA MANNEQUINS ARE CREATED 
BY LOUIS OF THE AMERICAN HAIR DESIGN INSTITUTE 











Novelty Show 


From time to time the writer has pointed 
out the advisability of an occasional use of 
novelty in the window poster or show card. 
We find frequent use of complete displays 
in which a fantasy or a use of 
sheer novelty lifts the window completely 
out of the ruck and makes it absorbingly 
interesting. The same idea is equally ap- 
plicable to show cards. 

It should be said at the beginning that the 
cards illustrated here are not for ordinary, 
every-day use. They are special cards for 
special promotions, involving a great deal 
more work than the customary window pos- 
ter. But they are worth every cent in time 
and effort that goes into them for they have 
exceptional attraction power and serve to 
dramatize the merchandise with which they 
are used. They become, literally, display 
properties, not simply cards limited to de- 
scription. 

The first card, “Our 
is an “outdoor poster.” 


touch. of 


Annual Clearance,” 
The slotted frame 
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By L. E. SUMMERTON 


Kisber's, Jackson, Tenn. 


which holds the cream-colored stock is fin- 
ished in green and is mounted on two 
curved pieces of wall board which are cov- 
with grass matting, and serve as a 
base for the unit. The figure at the left 
is a cutout of heavy cardboard, done in ap- 
propriate colors, standing out from the 
board. He holds a “real” brush made of 
wood and actual hair. At his feet is a small 
bucket made of silver foil-covered paper, 
equipped with a tiny wire bail. 

Next is a card for “School Supplies,” fin- 
ished in cardboard resembling wood, which 
is mounted on a wooden frame. The black- 
board is black card stock on which the 
brush lettering is in white. This blackboard 
is actually set back from the surface of the 
card and on the resulting ledge small white 
pieces of wood are glued to simulate chalk. 
The children are cardboard cutouts held 
away from the background by small wooden 
cylinders glued in place. 

Not quite so elaborate, but 


ered 


still novel, 
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Cards 


is the card for “New Spring Suits.” The 
dominant color is tan and copper color, and 
the word “Spring” is almost literally that— 
it is formed of letters made of copper wire 
wound spring fashion. The panel portion of 
the card is on a separate sheet which is 
mounted over the original card stock so 
that the cut-out $25 shows through. The 
seal is an applique, and the man’s leg and 
one arm are so cut out that they add still 
another plane to the card. 

Pretty much the same treatment is used 
in the final card for a “Shirt Sale.” Four 
planes are used: the first having the figures 
$1.55 which appear through the cut-out por- 
tion of the second plane, the third is the 
main portion of the card, and the cut-out, 
bent back shirts, are the next. 

These treatments may not be exactly 
suited to your own requirements, but some 
day when you have a little time and want 
to experiment, try them out. I think you'll 
like them. 
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Sions Of Springs 





—Spring is in the air in these six fore-runners of the approaching season. 


Left column, top, by E. Fay Brown, Hartley's, Fairmont, W. Va... . Center, 
by Edward S. Arkow, Gimbel Brothers, Philadelphia. The dove-cote was 
of wall board painted in delicate pastel tints. . . . Below, by John W. 


Tarpey, De Jong's, Inc., Evansville—winner of second prize in its classifi- 





cation in the 1939 photograph contest sponsored by the International 


Association of Display Men. . . . Right column, top, by G. E. Williams, 
Barnes-Woodin Company, Yakima, Wash... . Center, by V. F. McCollum, 
Davison-Paxon Company, Atlanta. . . . Below, a rustic setting by J. C. 


Nichols, for John Wanamaker-Philadelphia, Inc., Philadelphia— 
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Awards Announced 
For Yarn Display 

The judges in the window display contest 
recently conduced by Fleisher and Bear 
Brand yarns have announced the following 
prize winners: for best Fleisher yarn win- 
dow display: first, Edward S. Arkow, Gim- 
bel Brothers, Philadelphia; second, Anna R. 
Fisher, The May Company, Cleveland; third, 
Michael Drock, Hens & Kelly, Buffalo. 

For best Bear Brand yarn window dis- 
plays: first, Ray W. Parks, Leavitt Stores, 
Manchester, N. H.; second, James M. Pur- 
cell, O. T. Johnson Company, Galesburg, 
Ill.; third, E. L. Rayner, Wiley Dry Goods 
Company, Hutchinson, Kan. 

The judges were: Lester Gaba, mannequin 
designer; Dorothea Loth, Polly Petitt, Inc. ; 
R. M. Bandy, Jr., Dry Goods Journal; Mack 
Goldman, Women's Wear Daily; V. W. 
Sebastian, DISPLAY WORLD; Ada Naven, 
Notion & Novelty Review. 

The same judges awarded first prize ot 
$100 to C. Lenhardt, Hochschild Kohn & 
Co., Baltimore, for the best window drama- 
tizing the National Christmas Ribboncraft 
Competition sponsored by Century Ribbon 
Mills, Inc. Second prize winner in the con- 
test was Sam Blum, Bloomingdale's, New 
York City, and third prize winner, Carl W. 
Ahlroth, The May Company, Los Angeles. 


Package Awards Jury 
Named By NRDGA 


A jury of six judges has been announced 
by Alan Wells, manager, Sales Promotion 
division, National Retail Dry Goods Asso 
ciation, to present awards at the annual 
convention of the association during the 
week of January 15, to those department and 
specialty stores which have made the great- 
est strides in the past year in the creation 
of their own packages. The chief prize is 
the Wolf trophy. 

The judges include Richard F. Bach, 
Metropolitan Museum of Art; Egmont 
Arens, industrial designer; Kenneth Collins, 
assistant to the general manager, New York 
Times; C. B. Larabee, editor, Printer’s Ink 
publications, and V. W. Sebastian, Eastern 
representative, DISPLAY WORLD 


Carl Shank Joins 
Gardner Displays 


+ 


Carl H. Shank, veteran displayman and 
well known to members of the profession, 
has joined Gardner Displays, 477 Melwood 
street, Pittsburgh, as salesman in the mid- 
west and far west territories. Shank was 
formerly connected with a Chicago display 
specialty firm, and prior to that was display 
manager for Stix, Baer & Fuller, St. Louis 
He will handle the Gardner department stor 
line exclusively. 








DISPLAY WORLD welcomes the 
submission of display photographs for 
possible publication. All sent in will 
be given every consideration and will 
be returned if desired—whether used 
or not. Any type or branch of display 
may be the subject. 
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WE ARE PROUD 


of the 


NEW IMPROVED 


Q2 Gulawt 


This newcomer is already making a name 
for itself. Users are enthusiastic about its 
greater power, faster and smoother opera- 
tion and improved construction. 


Of course, the K9A model is still the best 
for heavy duty work and where the high- 
est possible production speed is essential. 


Use the convenient coupon to get full 





information. 


GET YOUR CUTAWL ON OUR EASY PAYMENT PLAN 


A small down payment will bring you either model. You can pay the balance as the 


Cutawl earns for you. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. CHICAGO, ILL. 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 


Please send me [_] Cutawl Catalog and [] Easy Payment Terms. 
Company Name Your Name 
Address 
City State 
WwW 
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Air Raid 
Suits 


QUICK WARM 


PRACTICAL 





“Air Raid suits” they’re called in England, 
or, as our London correspondent points out, 
“Siren suits’—as a play on words for the 
gratification of the feminine shopper's van- 
ity. Whatever the term, here is a display 
from Bourne & 
street, London, in which the war influence 
is definitely expressed. Our correspondent 


Hollingsworth, Oxford 


goes on: “As fuel rationing has been intro- 
duced, blankets were also shown in this win- 
dow, being a means of keeping warm. in 
winter.” 

Commenting further on the effect of war 
on display, he says: “For the first few weeks 
things were deadly dull in the windows. 
Everyone anticipated heavy air raids and so 
most of the windows were boarded up or 
protected from splintering by gummed tape 
and cellophane stuck all across the glass. 

“Now that nothing has happened all these 
unsightly window protections have been 
taken down and windows are getting much 
more normal. 

“One other item of interest is that owing 


‘yf tae ‘fj 
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Here and there 


to the blackout at night no torm of light 
(with the exception described below) is al- 
lowed to be shown. You can imagine how 
this is hitting the shop windows. The Air 
Raid Precautions department, however, are 
bringing out a new order to allow the use 
of a limited amount of fluorescent and lumi- 
nous materials (black light). There are a 
tremendous lot of inquiries among all sorts 
of firms for this type of lighting, so it looks 
as though the war is going to speed up the 
use of fluorescence on a major scale over 
here this winter.” 

In a later letter: “The real trouble at the 
moment is the blackout, which starts about 


4 o'clock. Until this week no light whatever 


has been allowed in the window, but now the 
Ministry of Home Security permits light as 
follows: : 

“A 25-watt lamp may be placed inside a 
box and a small slit about % inch wide 
and 4 inches long is cut into one side and 
covered with tissue paper. The light com- 
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ing trom this slit is all that is allowed in a 
window. It does not sound like very much, 
but you would be surprised to see how a 
window shows up in the intense blackness of 
the streets. I wonder what your friends in 
the big American stores would say if this 
was all the light they were allowed.” 

Of more than ordinary attraction to resi- 
dents of Akron, Ohio, recently, was a dis- 
play at The A. Polsky Company, which was 
of unusual interest to Walter Klein and the 
rest of the store’s display staff. The cen- 
tral part of the display was the biggest 
pneumatic motor vehicle tire ever made for 
practical use. Weighing 700 pounds, the tire 
is 10 feet in overall diameter, has a cross 
section of nearly a yard, and fits on a rim 
51% feet in diameter. 

Because the entrances to the Polsky win- 
dows are only 7 feet high and the tire could 
not be compressed to that height, it was 
necessary to remove the plate glass and put 
the tire in from the street. A crew of men 
































from the Pittsburgh Plate Glass Company 
removed the glass, placed it on a truck and 
moved down the street while a husky group 
of riggers from the Goodyear Tire & Rubber 
Company, maker of the tire, got the casing 
into the window. The glass was then re- 
placed and the display made up, part of the 
latter operation being shown in the photo- 
graph. To remove the tire a week later, the 
process was reversed. 

The tire is one of six now in use (or soon 
to be in use) on the “snow cruiser” in which 
members of the U. S. Antarctic Service ex- 
pedition are to explore the little known re- 
gions surrounding the South Pole. 

Rich simplicity marked the display seen 
in the final illustration. Done by Kyle 
Tracy, Sommer & Kaufman Stores, San 
Francisco, the window was for the drama- 
tization of almost literally Cinderella mer- 
chandise—glass slippers at $100 per pair. 
The drape was of black velour and the floor 
was covered with black satin. A blue spot- 
light was focused on the slippers. 














ms 





JANUARY, 1940 





DISPLAY WORLD 





33 














NOSEAM ART PANELS 


Combining the inexpensive practicality 
of NoSeam with high style seasonal art- 
work, 


WOODLAND BLOSSOMS 


No. WB 


Turn your windows into a woodland 
bursting with early Spring Dogwood. 
This soft pastel design on Shadow Gray 
NoSeam creates a dramatic back- 
ground for the new season merchandise 
promotions. 


Write for free catalogue illustrating 
Sea Scene, Lily Pond NoSeam Panels 
and many new and interesting display 


A SPRING SENSATION FOR YOUR WINDOW BACKGROUND 


materials. 


CcOY, 


Chicago—Builders Bldg. 





Actual illustration Woodland Blossom 
size 9 feet high—Il2 feet lona. 


DISBROW & CO., INC. 


Display Division 


New York City—Main Office, 686-690 Greenwich St. 














Samuel Blum Resigns 
From Bloomingdale's 

For many years head of the display de- 
partment of Bloomingdale's, New York City, 
Samuel H. Blum has resigned. His future 
plans have not yet been announced. How- 
ard Richmond, art director, has taken over 
the management of the display department 
in addition to his other duties. Joseph Dultz 
continues as assistant display manager and 
Charles Dreyfuss has been named business 
manager of the department. 





New "Chenille" Process 
Of Interest To Field . 


A new process called “Chenille” which is 
a definite innovation in the paper industry, 
has been recently revealed. This new process 
is welcome to the display field particularly, 
where unusual ideas are essential and eye- 
appeal is of primary importance. 

For many years, there have been experi- 
ments conducted with machinery able to 
print upon paper with shimmering. tinsel 
and with the luxurious chenille which lends 
a silky, high-piled effect of petitpoint or 
embroidery. Now perfected, patents pend- 
ing, it has been lately introduced and al- 
ready received very favorably. The process 
adapts itself excellently to intricate patterns 
and designs. The paper is printed in con- 
tinuous rolls, rather than sheets. 

The plant now in production on the new 
process is equipped with specially-built pa- 
per machines, geared for mass production, 
and able to handle materials of such diverse 


natures as Japanese tissue and 15-point foil. 

Chenille papers are permanently durable 
as the applique designs are firmly anchored 
to the paper. The material works easily in 
turning corners. 


Greggory, Chicago, 
Makes Additions 

Greggory. Inc., 10 East Kinzie street, Chi- 
cago, announces that the firm, beginning 
January 1, has taken over the spring and 
summer line of the Dennison Manufacturing 
Company, with the exception of crepe paper. 
Greggory has also purchased and _ installed 
a 6-ton automatic laminating machine capa- 
ble of producing as many as 1,200 laminated 
panels per hour. 

This machine, together with the company’s 
other laminating equipment, has been in- 
stalled on the first floor of the Greggory 
plant, necessitating a shift of offices and 
showroom to the second floor. A large por- 
tion of the fifth and a part of the fourth 
floors are being used to warehouse the Den- 
nison line. 

The firm’s 1940 spring and summer booklet 
contains the combined Greggory and Denni- 
son lines. A copy of this 24-page brochure 
will be sent on request. 


Irvin Riga Wins 
Shoe Contest 
First prize of $50 in the women’s shoe dis 
play division of a contest conducted by the 
National Shoe Fair in Chicago recently has 
been awarded to Irvin Riga, Potter Shoe 





Company, Cincinnati. Second and third 
prizes of $15 and $10 respectively went to 
George H. Wagner, J. L. Brandeis & Sons 
Company, Omaha, and Everett W. Quintrell, 
Elder & Johnston, Dayton, Ohio 

In the men’s shoe division similar prizes 
were awarded to Craig L. Embree, Geuting’s, 
Philadelphia; W. L. Wardrip, Hahn Shoe 
Company, Washington, and Clement Kieffer, 
Jr., The Kleinhans Company, Buffalo, in that 
order. 

Judges were Robert O. Johnson, Common 
wealth Edison Company, Samuel Pizer, 
O'Connor & Goldberg, and J. I). Williams, 
former editor of Merchants Record and 
Show Window, all of Chicago. 


Fluorescent Department 
Headed By Naster 


Bert K. Naster, now with Electro Manu- 
facturing Company, 411 South Jefferson 
street, Chicago, has been appointed chiet 
engineer of a new commercial fluorescent 
engineering service. The department has 
been instituted by Electro to assist the firm's 
distributors in planning, figuring, and de 
signing efficient and modern fluorescent 
lighting for all tvpes of commercial installa 
tions. 


Northrup Joins 
Learner's 

James P. Northrup has become display 
manager for Learner's Department Store, 
Northampton, Pa. 
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false front to cover old fixtures, converting 
the space into an attractive department for 5 aR RAC eat eeccer rae a eae cose 
children's or infants' wear. The old shelving ee pateeeieie ene yor cee ns 
is used, with a front of wall board as illus- 
trated. The curtains are of wall board in 
cutout design. The balloons are painted in 
various bright colors. Any appropriate 
pastel tint can be used to paint the wall 
board— 





—lIn this sketch we give a suggestion for a | | N FAN TS WEAR 









































—Here is an idea for the display of spring and summer blouses, 

sweaters and the like. The round tables are made to represent 

enormous potted plants. The wide leaves radiate from the top of 

a curtain pole. Paint the pots red and white, the leaves and 
pole green— 











—Soon you will be featuring wash dresses and play suits, 

For this purpose we show a sales booth that includes space for 

hanging up stock as well as for the display of merchandise. 

The canopy top is easy to make, is colorful, and suggests the 
outdoor nature of the goods— 





























—You can make a bang-up tie-up with 
most any store promotion with this stream- 
lined train down a main aisle. The cars 
make an excellent series of sales booths, each featuring a different (but 
related) line of merchandise. The suggested name, "Zephyr Special,” 
ties in with light weight undergarments, sheer fabrics, organdie blouses, 
hosiery, etc.— 
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W. M. 
ft} ZEPPEN-FIELD 


OF 


HOLLYWOOD 


Gives you FLEXIBILITY in Men's and Women's figures 





combined with glamour, smartness, individuality, and 
the actual grace of the living form. A revolutionary 
and entirely new idea, perfected 
after months of thorough research, 
to give you the acme of perfec- 
tion in a mannequin that is light in 
weight, easy to handle and pose, 
and available in composition or 
smart paper finishes. To use these 
figures is to realize that a new era 
in mannequin construction has ar- 
rived to give you windows with a 
charm and casualness you were 


heretofore unable to achieve. 


LADIES MANNEQUINS obtainable 


with horsehair, real hair or other 
PATENT 


APPLIED ~~ ; 
FOR —— coiffures. 


novelty material wigs. Smartest new 





W.-M. ZEPPEN-FIELD SIURrOS 


NORTH LA BREA AVENUE, HOLLYWOOD, CALIFORNIA 





\fter reading the Red-Headed Step-Child 
of National Advertising in DISPLAY 
WORLD, I read it again and again, trying 
to figure out just who is to blame for the 
decrease in window displays. 

DISPLAY 


Perhaps a 


\ survey was made by 
WORLD and they got results. 
survey should be made of display services 
and see what they have to say in defense to 
all this 

Mass merchandising seems to be the first 
complaint and cry, but why do most. the 
dealers want mass merchandise displays? 
It's because advertisers have ceased to give 
them window displays installed. A few still 
let installation companies install windows, 
the rest send them out and expect the dealer 
or clerk to install them, busy as they are. 
How many of these displays see daylight? 
Very few. If the advertiser, instead of 
sending out 5,000 displays, would get out 
2.500 and have them installed they would 
get more for their money than by just chanc- 
ing it that the displays would be installed. 

It is true in some cases that dealers have 
gone to mass merchandise because — the 
chains have done so; in order to protect 
themselves against price cutting they, too, 
have had to put in mass displays in some ot 
their windows. But that doesn’t mean that 
the drug dealer won't take displays o1 
doesn’t want them. He just can’t get them. 

That retailers demand payment is true 
Why not? The advertiser is at fault here 
more than anyone. First he has been get 
ting display space for nothing, then he 
comes along and gives the dealer a carton 
of this or that, next time he increases it, or 
tells the dealer if he buys so-and-so, he will 
get so much free goods and a display. The 
dealer thinks he is getting this for the win 
dow and not for the deal he has just pur 
chased. When the next manufacturer comes 
along the dealer says, “Well, I want so-and 
so for my space; John Jones just gave me 
three cartons!” He even raises the ante 
because he knows he will get it. 

Of course, the cigarette companies have 
been paying for space for a long time, but 
at first it was easy—one carton of cigarettes 
Then they tried to outdo each other and now 
the sky’s the limit for some dealers. First 
John gives them two cartons, and then Joe 
has to pay three—then back to John, who is 
stuck for three, and so it goes. Ask a 
dealer and what does he tell you—*Why 
shouldn't I get paid? I sell the merchandise 
for little profit and that pays for my loss. I 
could put something in my window. that 
brings me more profit, so if you want the 
space you can pay for it!” 

There is no argument here about waste; 
there is plenty of it because advertisers send 
out counter cards, window displays, and all 
sorts of advertising pieces to the salesman 
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An Installer Answers 
Criticism Of Display 


By ED SHERWOOD 
Sherwood Display Service, Cody, Wyo. 


on the road. How many of these items ever 
get to first base? Not 50 per cent; [Il vouch 
for this. Even if the card gets on the coun 
ter, how long will it stay?’ John comes in 
on Monday and asks the dealer if he can 
place a card in such and such a spot. The 
dealer says “ves,” because he likes the sales 
man and doesn’t want to turn him down. 
He has already taken down a sign George 
left Saturday, so. John places his sign on 
the counter. Wednesday down comes the 
card and Bill gets one on the same counter 
in the same spot. If the dealer let all the 
cards remain he wouldn't have room for 
merchandise. 

Why should salesmen make advertising 
men out of themselves? They are supposed 
to sell; to do a good job they need all their 
time to do just that. Some men are even 
supposed to install displays! 

\nother form of waste is in sending out 
more material to display firms than they can 
really install to advantage in good spots. 
They should get together and decide how 
many good spots can be used on a cam 
paign. If the display service is a good one, 
it will tell the advertiser the truth; if it 
isn’t a good service, then the advertiser 
should get one that is—and he shouldn't cry 
over 25 or 30 cents difference in cost per 
display installation; maybe the service that 
charges 25 cents more than the other is 
worth 50 cents more through better work and 
better locations. The advertiser spends good 
money for the display material; why not 
spend something to have it installed and in 
stalled right? 

There seems to be complaint about instal 
lation services. No doubt there is reason fo1 
this. Some are good and reliable and some 
are not. I do know that services should be 
more on the up-and-up with the advertiser, 
get together with him, either in person or 
even by mail, discuss the campaign, where 
he wants the displays, how he wants them, 
and then either give him a good job, or don't 
take the campaign. If the advertiser won't 
pay the amount the’ service thinks it 
should have, then let the other fellow have it. 

In many cases a display is set up in a nice 
large studio window, and then display serv- 
ices are supposed to get it in smaller win- 
dows, odd-shaped windows, and yet it must 
look the same as it aia when the picture 
was taken. This is not true of all adver- 
tisers, but most of them expect and get it. 

A brewing firm states that display services 
use undesirable windows that a local con- 
cern would object to; surely there is no need 
for this, as almost every advertiser or manu- 
facturer today has a representative in every 
city and in all territories where the mer- 
chandise is sold. Surely this representative 
can check to see that good locations are 
used, or get another display service. 
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Although not mentioned in DISPLAY 
WORLD’s “Red-Headed Stepchild” article, 
much has been said about test campaigns 
on window display. The advertiser believes 
he will make a test campaign of 2,000 dis- 
plays in “Big Town.” He gets his material 
ready and contracts with a display service. 
The displays go in, big results are expected, 
dealers are checked, and there isn’t the in- 
crease expected. Why? The displays ran 
once; can you get results from one cam- 
paign? If so, why doesn't the advertiser 
take the radio and have Amos and Andy 
just once and then forget about it, or Alka- 
Seltzer have one program and forget about 
it? 

Then why not have more displays? Let 
Mrs. Blank see that cosmetic display today ; 
she might just glance at it, then at a later 
date she sees another display, and finally she 
goes in and tells the druggist she wants to 
try that certain cosmetic. It may take three 
displays, but what's the difference if you 
finally get a new customer. And don't for- 
get there are other towns, large and small, 
that have just as good stores as they have 
in “Big Town.” They sell your merchan- 
dise also, and are as much entitled to a dis- 
play as “Big Town.” 

Does any display service have any trouble 
installing an Alka Seltzer display? No, 
because whether you are a big dealer or 
small, “Big Town” or just a hamlet, if you 
sell the product you get a window, and 
don't think the dealers don’t go for this: 
they do! 

In closing, a word to the advertisers who 
are still using displays: Don’t expect the 
impossible, don't repeat display material too 
much. Naturally, the dealer gets tired of 
the display installed the second time in his 
window, even though the first time the crepe 
was red and blue and the second time it 
was blue and red. Get a nice, attractive, 
sales-getting piece of advertising, and a nice 
Distillers 
should get out two types of advertising if 
possible and the cost isn't too great—one 


color of crepe or corrugated. 


for open states and one for where they have 
certain rules regarding the height of dis 
play pieces. The message can be the same: 
it would eliminate waste, and displays coul 1 
be installed correctly in every state. An 1 
as for free goods, don't try to outdo your 
competitor. Let the advertiser contract th: 
service, get them to do a good job, and 
if they don't, get another service; don't con- 
demn all of us because of a few. 


Beaumar Jaimes Leaves 
Franklin Simon's 

The resignation of Beaumar Jaimes as 
display director for Franklin Simon & Co. 
New York City, is reported. He is suc- 
ceeded by E. L. Vollmer. 
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Presenting a distinctive new series of 


“SMART SET” 
MANNEQUINS 


. . in the elegant manner of 
new 1940 fashions! 


Modelled from life—from the women most admired 
by America, on the fashion pages of Vogue and 
Harpers Bazaar and rotogravure pages! 

Each utterly different and original . . . no “family” 
resemblance to make your store look like part of 
a chain! 

Also flexible waist line figures now on display. 
SEE THEM and 50 other new mannequins, including 
new Juniors, new He-Men and Boys’ and Girls! Visit 
our covenient studios . . . when in town. 

Photos of these and any other mannequins by 
Mileo, on request. 


PP. C. MILEO 


Creator since 1900 


7 West 36th St.. New York, N. Y. 


“Cecilia” 


“Maybelle” 
. just West of 5th Avenue where fashions are first shown! — 











New! High Gloss Finish! 6 Radiant Colors! 


Harftuave see" YALNGOUND 


CONCAVE - NMCcH Ave 45 per roll CON VEX: 1 INCH FLUTIN 


LIST PRICE j 
 < & 662, SQ. FT. ; 
' ° 
: , WHITE --- IVORY = 
£1 = 3 NAPOLEON BLUE ' 
% : : CANARY YELLOW 
3 : ‘ NILE GREEN 
as Ps (Ct ¢ METALLIC GOLD 
aie & A. a i s 
aS ASE AS a —— 


TO DISTRIBUTORS AND JOBBERS: 
These are typical of the values made possible by the ONLY manufacturer in the field SPECIAL- 
IZING in DISPLAY products. We originated most of the notable advances in corrugated and 


foil display materials in the past five years, such as 


TINSELCREST CORRUGATED, PK CUTOUT ROLLS, QUILTFOILS, etc. 


WE do not consider display materials a sideline ““DIVISION.”’ 
WE will not desert the trade on a whim. 


ABACOT DISPLAYS, INC. 26 E. 22nd St., New York City 


Valances, Ledge, Fountain and Backbar decorations, borders, etc. 




















Send for our circular—43 illustrations of timely corrugated, Foils, 














WINDOW 
Month by 
OMPANY 


OUR PLATFORM 


. The Development of Window Display Adver- 
tising. 
More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
. Appreciation of Display's Power in Merchan- 
dising. 
. Absolute 
Columns. 


Independence of Our Editorial 
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Display Progress In 1939 
Promises Banner '40 
The year 1939 
display in many 
ress was made, both from a technical stand- 
point and from that of the advancement of 
the profession in the esteem of the retailer 
and public alike. An analysis of the aver- 
age publicity dollar spent by the retail field 
during 1939 will undoubtedly reveal that 
where some other forms of publicity expen- 
ditures were cut, display either held its own 
amount of 
The same 
trend seems applicable for the year ahead. 


was an excellent one for 


ways. Considerable prog- 


advance in the 
ear-marked for its 


or showed an 


money use. 


Perhaps the two most glamorous and most 

highly publicized events of the year were 
the New York World's Fair and the Golden 
Gate International Exposition, each with a 
wealth of display tie-ins which served pro- 
motion men bountifully during the first part 
of the year. 
Among the most notable display trends 
during 1939 was the tremendous stride for- 
ward taken by the plastic manufacturers. 
Such terms as “acrylic resins,” “cast phe- 
nolic resins,” “cellulose acetate” and similar 
appellations took their places in the display 
lexicon, and display applications of the vari- 
ous plastics began to bob up on every hand 
in exhibits, counter displays, movable let- 
ters, packages, merchandise displayers, dec- 
orative lighting, fixtures, decoratives, and 
in a dozen other forms. Displaymen began 
to realize the unlimited possibilities of plas- 
tics in this field, and 1940 should witness a 
constantly increasing use of the synthetic 
products. 

Another development was that of fluores- 
cent lighting, which gained impetus as the 
vear progressed. The innovations and im- 
provements that it makes possible to the 
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displayman are just beginning to be realized, 
and here, again, is another product that 
should go a long way during 1940. The 
experimentation carried on by many display- 
men in 1939 should begin to bear fruit this 
year, especially if the fluorescent lighting 
equipment manufacturers get behind the 
movement and urge it onward as it would 
seem to deserve. 

While on the subject of lighting we should 
not ignore the greater use of “black light” 
during 1939. In the United States the New 
York World’s Fair probably did more than 
anything else to point out what can be done 
with this weird and spectacular form of 
lighting, while over in England the black- 
outs necessitated by war has brought about 
a great demand for black light displays. 
The day is not far off when this equipment 
will be a standard part of the average dis- 
playman’s kit. 

A year or so ago motion and sound in 
display was a pet conversation piece when- 
ever displaymen met. During 1939 we saw 
a considerable decrease in the use of sound, 
particularly during the holiday season. The 
great number of stores using sound in 1938 
undoubtedly established a trend in the oppo- 
site direction. Motion in the windows of 
retail firms remained practically on a par 
with the preceding year, but motion for 
point-of-sale displays by national advertisers 
took a noticeable jump. 

There was a very appreciable trend toward 
the use of colored lighting in retail display, 
and, happily, an increase in the skill with 
which it was used. Having experimented 
with it for the past couple of years, display- 
men in general seemed to handle it with 
more dexterity and sureness. The result was 
excellent. 

Flocking was another technique which had 
an increased vogue among the display fra- 
ternity during 1939. Spatterdash made its 
appearance too late in the year for com- 
ment as to its acceptance in the field. 

It should be remarked here that a sub- 
stantial tribute should be paid to the manu- 
facturers and suppliers of display materials 
and equipment for their work during 1939, 
In that year, as before, they contributed a 
great wealth of excellent ideas in the way 
of all forms of display adjuncts. Decora- 
tives, displayers, fixtures—all types of dis- 
play aids came from their plants in an 
always different stream. Most of them had a 
well-deserved “good” year. They are en- 
titled to the full cooperation of displaymen 
everywhere. 

A trend started in 1938 by Lord & Taylor, 
New York City, received greater attention 
during 1939. This was the use of a complete 
battery of windows for the promotion of a 
single type of merchandise, such as ten dis- 
plays for hosiery, or corsets, or millinery. 
Many stores throughout the country adopted 
this plan for special promotions during the 
past year, finding that the cumulative effect 
of such “mass” display was very excellent 
in establishing the event in the minds of 
the public as of special importance. 

Worth comment is the celerity with which 
displaymen made display tie-ins with news 
events of national and local importance, and 
with the release of motion pictures with 
much public interest such as “Gone With 
the Wind,” “Gulliver's Travels,” “Pinocchio,” 
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“Wizard of Oz,” and the like, to name only 
a few. It was noticeable, too, that more 
tie-ins with symphony concerts, opera, bal- 
lets, and similar events were made. On the 
other hand, the new war had little influence 
on the displaymen of the United States. 

The return of bustles and corsets to the 
fashion scene during the year just past ac- 
counted for a flurry of “elegant” displays— 
a temporary return to the baroque period. 
There is little reason to believe that this was 
more than a passing trend in display, unless 
unforeseen style dictates for 1940 bring 
about a continuation of the theme. 

Among the notable events of 1939 was the 
convention of the International Association 
of Display Men, held at the Hotel Astor, 
New York City, during the latter part of 
June. The attendance, due to the “trans- 
ients” from the metropolis itself and the 
proximity of the New York World’s Fair, 
was excellent, the program fair, and the ex- 
hibits numerous and very interesting. Joseph 
McCann, veteran display manager for S. 
Kann Sons Company, Washington, was 
elected president of the organization, suc- 
ceeding Erwin A. Hiffman, St. Louis. The 
offices of the association were moved from 
the latter city to the nation’s capital, and, 
following the resignation of Syl Rieser as 
managing director, John L. King, assistant 
to McCann, was appointed to the post—the 
position being handled on a half-time basis 
at half the $3,000 salary previously paid. 

Not to be ignored among the happenings 
of the past year was a series of “Display 
Clinics” inaugurated by the Southern Cali- 
fornia Display Club and held in Los Angeles. 
Several hundred displaymen and retailers 
have attended those held thus far, and the 
educational programs have made the 
sions “conventions in miniature.” 


s¢es- 


Display club activity, on the whole, re- 
mained rather dormant during 1939, with 
the exception of a few scattered organiza- 
tions among which might be mentioned 
groups from Detroit, Cleveland, Los Angeles, 
3oston, and a relatively few other cities. 
The selection of Detroit as the site for the 
1940 I. A. D. M. convention was announced 
by the association’s headquarters a_ short 
time ago. 

The past year was characterized by an al- 
most total absence of attempts to unionize 
displaymen, with the possible exception of a 
few cities in which such efforts were put 
forth among the employees of display instal- 
lation services. The union activity which 
flared in 1938 and caused no little unrest 
among retail displaymen was almost com- 
pletely missing. 

Among the display installation services, 
1939 witnessed a continuation of the slump 
in business which has worried this branch of 
the industry for the past several years. As 
this is written, preparations for spring cam- 
paigns are being made by a number of na- 
tional advertisers, and it is to be hoped that 
their plans for display will mark the turning 
point which will bring better business to 
this very essential part of advertising. 

Everything considered, the new year ap- 
pears to offer a brighter outlook for display 
than any year during the past decade. The 
advances made in the past can very readily 
serve as stepping stones for a brilliant 1940 
and the years to come. 
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Display As Discussed 
At The NRDGA Convention 


We can not help but feel that a rather un- 
fortunate choice of subjects has been made 
by the Sales Promotion division of the Na- 
tional Retail Dry Goods Association in con- 
nection with the discussion of display which 
will be a part of that organization’s conven- 
tion program in New York City during the 
week of January 15. 

The title of the talk under which display 
will be presented to the delegates is “Win- 
dow display as an art,” the address to be 
delivered by Henry Allman, director, Phila- 
delphia Art Alliance. 

Undoubtedly the speaker is an authority 
on such a subject and well qualified to pre- 
sent an interesting discourse. But, judging 
from the title of his talk and his affiliation 
with the Art Alliance, we feel that such a 
presentation will do display little good in 
the minds of the retailers who will make up 
his audience. 

For several years the leading displaymen 
of the nation have worked rather con- 
scientiously and at length to “play down” 
the artistic side of display, a consummation 
devoutly to be wished. As a result there 
has been a growing, worthwhile trend to 
regard art in display as of secondary im- 
portance—serving the aim of selling mer- 
chandise, rather than dominating it. This, 
in turn, has been the means of convincing 
many retailers that displaymen are _ inter- 
ested in the merchandising of goods from 
the practical standpoint followed by the 
other promotion departments of the store, 
instead of being solely concerned with dra- 
matic lighting effects, color schemes, and the 
general artistic effect of windows and inte- 
riors. 

Without knowing the exact nature of the 
talk to be delivered before the NRDGA con- 
vention it is difficult to predict definitely the 
effect it will have, but, again judging from 
the factors mentioned above, it would seem 
that such a subject will do much to decrease 
the favorable impression of displaymen as 
merchandisers which has been built up so 
slowly in the minds of retailers. 


As for the aesthetic angle of display, it is 
unquestionably a form of contemporary art 
and entitled to a more or less conspicuous 
place in the sun as_ such. 3ut that is 
merely an added attribute to fits main pur- 
pose, and should be so regarded so long as 
displays are created to sell and not for their 
own aesthetic beauty. 


Alan Wells, who heads the Sales Promo- 
tion department of the NRDGA, is justly re- 
membered for the excellent, thoughtful talk 
he gave on display at the annual convention 
of the International Association of Display 
Men in New York City last June. He fully 
understands the important part which dis- 
play finds assigned to itself these days, and 
hence it is quite likely that the address men- 
tioned above will not be one of the theoreti- 
cal masterpieces which have dogged display 
so many years, but on the other hand will 
be full of substance and with practical value 
both to displaymen and retailers. Perhaps 
the address is simply the victim of an un- 
fortunate title, and we are merely making 
much ado about nothing. At least we 
hope so. 
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1940 SPRING 


BOOKLET IS NOW IN THE MAILS 


Be sure that you receive your copy of 
this 24-page Spring and Summer idea 


booklet. 


It pictures and describes a 


complete line of distinctive decora- 
tives that will help you create atten- 
tion-atracting displays—and all of 
the materials are reasonably priced 
too. Have a copy before you when 
you plan your new window and inte- 


rior displays. 


Write today for your free copy of 
this helpful booklet. 


Items included in the complete Greg- 


gory line are: 


Design-Craft 
Glaze-Craft 
Novo-Craft 
Frostex 
Nu-Flute 
Pyrotex 

Display Sets 
Seamless Board 


Fancy Papers 

Novelty Fabrics 
Bandings 

Flexible Wood Paneling 
Plaster Novelties 
Woodgrain Korro-Board 
Display Boards 

Cut-Out Motifs 





10 EAST KINZIE STREET 


CHICAGO, ILLINOIS 











The Fountain Air Brush 


The AirBrush of the Particular Artist 


Put that Tropical Appeal 


A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Ill. 








in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. J 











« « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS === 








—A maximum of charm and 

a minimum of copy charac- 

terize this display for Pac- 

quin's. Created and litho- 

graphed in full color by The 

Forbes Lithograph Company, 
Boston— 


—Six reproductions of the 
head of the same girl carry 
out the copy theme for 
"Tek."' Produced by Einson- 
Freeman Company, Inc., Long 


Island City, N. Y.— 


—The wooden displayer, fin- 
ished in walnut, merchandises 
twenty-four packages of Ar- 
row "Guards." Outlined 
illustrations are silk-screened 
on the unit. Designed and 
made by Kay Displays, Inc.. 
New York City— 











—Tropical atmosphere _ is 
brought into the grocery via 
the colorful display unit for 
“Papia,’ a new beverage. 
The stand is strong enough 
to hold two full cases of bot- 
tles. Created and produced 
in cooperation with Erwin, 
Wasey & Co., by Einson- 


Freeman Company, Inc.— 


—A sales appeal based on 
successful performance by an 
outstanding aviator is the 
main theme of the Champion 
spark plug unit, arranged 
and lithographed in color by 
Forbes— 












































—In the animated "Auto- 
Lite" display, the three-quar- 
ter size mannequin raises the 
wand to point to the en- 
larged and third-dimensional 
spark plug. Designed, ani- 
mated, and produced by The 
Mechanical Man, New York 
City— 







the /939 Thompson Ir Race 
300 Bitte Cheend Commer 


_ hereenge Speed 202.530 pb 


| USE THE SPARK PLUG CHAMPIONS USE 









—The miniature carousel of 
the Borden display circus is 
developed in metal and 
wood, decked out with gaily 
colored silk rope. Designed 
and manufactured by Kay 
Displays, Inc.— 





—Made of cardboard and 
silk-screened in full color, the 
Tork unit displays an actual 
open clock. The owl cutout 
is an independent piece 
which can be used sepa- 
rately, if desired. Produced 
by lIvel Corporation, New 
York City— 
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NOVEL RESORT AND WHITE SALES 
TAKE OVER GOTHAM WINDOWS 


[Continued from page 13] 


saddle are the name of its makers and its 
valuation of $10,000—information eagerly 
read by spectators three and four deep who 
crowded to the window during the entire 
week this display series appeared. 

Further to link transportation’s colorful 
past with its streamlined present, the sepia- 
toned photo blow-ups on the backwall include 
Airliner flying over 
rugged canyon country, the others of typical 


one scene of a crack 


western scenes en route. 

A sunny citron yellow makes the back- 
ground color for this window, and_ bearing 
out the legend that the desert blooms like a 
rose are the many species of cacti, all of 
which are made in varying shades of yellow 
to deep blue green and starred with colorful 
foil flowers, spikes, and multi-color sequins. 

Palms Springs was the locale of a third 
window where an amusingly-visaged sun of 
gold base metal beamed down upon giant 
paper butterflies, cactus blooms and a silver 
model of a TWA liner suspended low in the 
air. Laguna Beach via the Sante Fe route 
was dramatized with photo blow-ups of gay 
beach which darted whole 
schools of shining angel fish in colored base 
metal. Coral branches also appearing in this 
window were ingeniously fashioned of decora- 
tive display papers shaped like cones tele- 
scoped together. Final window of the group 
centered on the carnivals at Lake Placid as 
depicted in photographic scenes of skiing, 
sleighing, and skating on a wintery blue back- 
ground over which was spaced great, color- 
ful snowflakes cut from colored foil board 
and spangled with sequins. E. L. Vollmer 
is director of display for Franklin Simon. 

Not content with merely highlighting smart 
resort fashions, Vollmer also dramatizes fa- 
mous winter playgrounds and the easy travel 
routes to reach them. “Good Company if you 
plan to fly via TWA to the Racquet Club at 
Palm Springs” informs the headline for the 
display at the lower right on page 13, which 
like all other windows in the series achieves 
a crisp, smart simplicity through the use of 
various types of paper for display detail—a 
media appearing more and more frequently in 
the outstanding local stores. 


scenes across 


The table suspended at a dynamic angle by 
invisible wires is covered with white seamless 
paper draped like a cloth and sketchily pat- 
terned in a gay red-painted check. Atmuos- 
pheric detail rests on the table in the form of 
an oversize tennis racquet with head of silver 
base metal, blue foil strings, and a white paper 
handle banded in red—beside it a pair of white 
paper goggles with blue foil lenses, and in 
the same generous proportion a tall refresh- 
ment glass of clear plastic in a silver base 
metal holder with red striped plastic straws 
and a slice of yellow paper lemon protruding 
from the top. 

The walls, floor, and wooden signboard are 
Sepia tinted blow- 
ups of magnificient desert scenery of Palm 
featured 
sportswear are plastered informally over the 
background, with the cloud formation in the 
photographs continued over onto the wall with 
stippled white paintstrokes. Rose spotlights 
play over the white 
with red. 


a uniform soft, gray-blue. 


Springs, and models posed in the 


fashions smartly accented 
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q3 Co STUDIO 


i239 WEST 23038, 


NEW YORK CITY 


quins, 





. .. Wishes you a happy and prosperous 
New Year and cordially invites you to 
consider their extensive line of manne- 
both flexible and non-flexible, as 
supplied to leading stores on Fifth Avenue 
and throughout the country. 

















Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 


WINDOW DISPLAY 


TRAPHAGEN FOR RESULTS! 
salaried, fascinating profession Unlimited 
OF Por rTUNITIES De sana for workers trained 
in Fashion, Interior, and Counter Display by Trap 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 


1680 Broadway (52d Street) New York City 














NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfert for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 


or darker) write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 
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PDolaroid Display Invites 
Customer Demonstration 


3y virtue of the revolutionary nature of the 
Polaroid material, many promotional ideas 
can be applied to its products that hereto- 
fore were impractical to apply to the pro- 
motion of similar products. It is a situa- 
tion in which attention can be concentrated 
on products that have easily demonstrable 
sales features. 

The Polaroid Corporation is actually in 
the unusual position of being able to weigh 
the attractiveness of specific applications of 
its light-combing material ; then if it feels that 
the public will take to a proposed new appli- 
cation, the product is brought out. How- 
ever, if they feel that the new development 
will not offer an outstanding advantage to 
the public, negotiations are halted, and that’s 
the end of that. This procedure may sound 
suspiciously altruistic on the part of the 
guiding forces behind the young organiza- 
tion, but when one realizes that there are a 
great many possible applications, the Polar- 
oid policy immediately becomes the common 
sense one to pursue. 

The Polaroid Day Glass is a typical ex- 
ample of the application of this policy. In 
considering a product that has an obviously 
definite performance advantage over similar 
products on the market, it is not difficult to 
see why this particular performance advan- 
tage should be demonstrated at the point- 
of-sale. This accounts for a fairly elaborate 
cardboard demonstrator (pictured) — that 
necessitates a considerable investment, but 
which is sure-fire. 

After all, the Polaroid Corporation is of- 
fering an anti-glare glass which from its 
appearance alone has nothing to distinguish 
it from ordinary sunglasses that sell for as 
little as 25 cents. Since the bottom price of 
these new glasses is $1.95, it is only straight- 
line reasoning to see that cause must be 
shown if the public is to be expected to pur- 
chase this product; and the cause has to be 
persuasive, else it would have no effect at 
all. 

The results were gratifying; in the few 
cases where the demonstrator was not used, 
any other kind of purely verbal explanation 
of the nature of the product failed, and 
sales suffered. Sales proved phenomenal, 
however, in every case where the demon- 
strator was used. In addition, the more 
prominent the store location given the dem- 
onstrator, the greater the increase in number 
of sales. 

The demonstrator that proved to be such 
an invaluable sales aid was designed to re- 
produce on a small scale (by means of a 
photograph) the reflected glare from water 
or from a highway, scenes familiar to the 
potential buyer. It is these scenes that the 
Polaroid Day Glass is so effective in han- 
dling in actual practice. Throwing a bril- 
liant glare on the photos, the demonstrator 


By WIL MARCUS 
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See how this new scientitic light control stops reflected giere 
and protects your eyes as mo other sun glass can protect them 


They grve you the view without the glare 


H ORDINARY SUN GLASSES THROUGH POLAR 


REFLECTED GLARE OBSCURES VISION GLARE SUBDUED oer 


ASK FOR A DEMONSTRATIO 
<n am 
—Several thousand Polaroid demonstrator dis- 
plays have been issued to retail stores. The 
unit invites shoppers to try the polarized day 
glasses in comparison to ordinary sun glasses 
attached to the diplay. Exceptionally good 
sales increases were reported from stores where 
this special display was used. . . . For other 
retail outlets where it is not practical jo install 
a demonstration, a dislpay card shows “before 
and after’ scenes in a convincing manner— 


invites the prospect to regard them through 
ordinary sunglasses and through Polaroid 
Day Glasses, and thus see the difference for 
himself. Through the ordinary glasses, the 
glare remains. Through the Polaroid Day 
Glasses, the glare disappears. The result 
is what one might expect it to be when the 
strongest sales argument of a product is 
satisfactorily proven to the prospect in a 
store at the point-of-sale. 

Comments and sales records traced di- 
rectly as arising from the Polaroid demon- 
strator proved it to be one of the corporation's 
most valuable promotional pieces for its 
anti-glare glasses. Over 10,000 of the dem- 
onstrators were distributed in several 
months, and now, eight months since their 
production, many thousands more have 
reached drug and department stores among 
others throughout the country. All were 
distributed by Polaroid and its licensee, the 
American Optical Company. 

Where it has been impossible to place 
demonstrators, unretouched photographs 
have proved a good “second best.” These 
show what would happen if the test were 
made and appear on attractive counter cards 
(pictured) that are enclosed with every six 
pairs of glasses. 

In addition, the unretouched photograph 
technique showing the “before-and-after” 
does double duty. This is true since the 
chief feature of the new Polaroid desk lamp, 
namely that of removing glare from the 
working area of a table or desk, may best 
be illustrated by showing a picture of the 
working area under ordinary illumination, 
and then the same picture, only this time 
under Polaroid light. The impact with 
which the difference between these two pic- 
tures on the display card hits the eye of the 
prospect should prove a valuable sales aid. 
There appears on the lamp a note to the et- 
fect that the same Polaroid material is used 
here that is used in the Day Glasses, another 
sales aid of undeniable merit. 

Outstanding is the simplicity with which 
all this advertising material was prepared. 
But it is the research department that should 
receive its full share of credit for providing 
a product that permits for an almost irre- 
sistible point-of-sale demonstration. 

It is interesting to note that the sales 
curve for the Polaroid Day Glasses con- 
tinued to rise throughout last July when 
orders on such a product are conventionally 
expected to disappear. Indications today 
point to the fact that they'll be a year- 
‘round item. 

It is certainly significant that the public 
will pay four to ten times the usual price 
for a product when they are given a straight- 
forward, easy-to-understand reason—via dis- 
play—for doing so. 
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By JOHN L. KING 
Managing Director 


The Detroit Display Club has just an- 
nounced the convention committee heads 
who will be responsible for the _ Inter- 
national Association of Display Men conven- 
tion scheduled to take place at the Hotel 
Statler in that city on June 24-27. The hon- 
orary chairmanship has been conferred upon 
C. F. Wendel, J, L. Hudson Company, the 
doyen of Detroit displaymen. The active 
chairmanship will be handled by Donald A. 
Ferguson, S. L. Bird & Sons, who is also 
club president. He will be assisted by 
Ralph D. Johnson, J. L. Hudson Company, 
club secretary. Art Hoerauf, George Heidt, 
and Stewart N. Clarke have been named 
vice-chairmen, and an advisory board has 
been established, composed of Ferguson, F. 
E. Whitelam, H. W. Weaver, John T. Chord, 
T. J. MacCormack, and Ralph Johnson. 

The following are in charge of various 
committees: arrangements and decoration, 
O. A. Luke; speakers, F. E. Whitelam; dis- 
play presentation, John T. Chord; entertain- 
ment, H. W. Weaver, assisted by A. de Vol 
and Dan Himelhoch; publicity, Harold 
Bromel; program, Fred E. Anderson; regis- 
tration, T. J. MacCormack; photograph con- 
test, Walter A. Grover, assisted by Timothy 
Pickett; hotels, Al May; reception, Clem 
Whately, assisted by Edward Wittmer and 
A. Toll; membership, Art Hansen, assisted 
by O. Davies and James Louttit. 

The official secretary for the convention 
is to be Morgan A. Parker, assisted by 
Misses Alice Pawson and Raybould. Har- 
old Schultz will serve as director of finance, 
and Mrs. F. E. Whitelam will be director 
of Ladies’ Auxiliary activities. 

All indications are for one of the best 
conventions in years. 


A statement from our association's treas- 
urer, Richard A. Staines, Vandever Dry 
Goods Association, Tulsa, is very appropri- 
ate at this time. It follows herewith: 

One thought and one purpose should be 
uppermost in the mind of every displayman 
in the country through the coming year. 
That thought is progress. Unquestionably 
considerable progress and achievements were 
made in 1939 in the field of display. Co- 
operation among the displaymen of America 
is essential to the growth and progress of 
display. 

Let all displaymen in America show their 
willingness and their loyal support by join- 
ing the I. A. D. M.—that worthy association 
that represents them as the foremost adver- 
tising medium in the merchandising field. 
Let all displaymen who are past members, 
but who have not as yet renewed their 
membership, show their loyalty not only to 
the association that represents their chosen 
profession, but their friendship as well to 
our new president, Joseph McCann, a man 
who is willing to sacrifice everything that 
the I. A. D. M. shall not perish from the 
merchandising field. I ask them to renew 
their memberships, for in so doing they are 
renewing everything that is sacred to all un- 
selfish displaymen—our I. A. D. M. 

[Continued on page 50] 
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DISPLAYMEN AND 1940 DISPLAY 
[Continued from page 15] 


nation of displaymen with unlimited ideas 
for practical window display adaptation. 

It appears one of the major display trends 
for 1940 will be and dramatic 
lighting. With a better appreciation of the 
promotional light, considerable 
progress has already made with the- 
atrical lighting methods in windows by ac- 
creating 
moods. 


more ne vel 


value of 
been 


merchandise or 
definite 


feature 
reflecting 


centuating 
atmosphere or 
More recently fluorescent lighting is being 
introduced in display. We believe as manu- 
facturers continue to perfect these products 
for window display, and displaymen become 
more adept in their use, 1940 will see display 
merchandising made more efficient through 
the use of fluorescence and other new light- 
ing devices. 
Clinton B. Clark 
Boston Store, Milwaukee 

One of the keynotes of the N. R. D. G. A. 
convention this year was “Spend more of the 
Advertising Dollar for Display,” but few 
stores have taken it seriously. 

Stores are beginning to realize the im- 
portance of interior display as a means of 
increasing sales, and, more important, as a 
means of capitalizing on the thousands of 
dollars spent annually to induce people to 
come into the store. 

Surveys show that who enter 
the store because of newspaper advertising, 
direct mail, or window display, very often 
make only a single purchase. 

Here is the job for display in 1940: 

If through the medium of interior 
play, we can “stop” Mrs. Smith—on her way 
to the notions department to buy a spool of 
thread—by having an attractive display of 
and as a result she pur- 
bag, we 


customers 


dis- 


closet accessories 
garment 
additional sale, we 


have made an 
have capitalized on the 
investment made to induce her to enter the 
store, and we will justify, “Spending more 
of the Advertising Dollar for Display.” 


chases a 


Laszlo Gabor 

Kaufmann Department Stores, Pittsburgh 
The last three or four established 
display among merchants as an outstanding 
which 
value of 


yeawrs 


service and as something improves 
The artistic window and 
interior displays add to the prestige of the 


this is 


sales. 


store to a large extent and = since 


the cheapest way to improve the standing 
of a store in the mind of the public, it is 
only too natural that display established it 
in the business world 


self as a main factor 
under-esti- 


people to 


achievement can not be 
mated. It 1s 
hold this position. 


Since 


This 
now up to display 
material 
are tar enough advanced so that we can not 


lighting and background 


count revolutionary improvements, it 


is time to consolidate the 


upon 
achievements in 
the next year or two and give ourselves time 
to catch up everywhere and find evolution 
ary means of improvement. 

This breathing spell is tortunate since the 
quick, sensational way of overpowering 
businessmen and public is not of long, last 
ing value. By the quick, sensational display, 


I mean one of established disorder similar 


to a woman's boudoir strewn with sweaters, 
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slips, cosmetics. Such displays can not be 
forever appealing, and should not be re- 
peated as often as they have been, otherwise 
they become a monotonous pattern. 

It would be of importance to consider in 
this connection that ready-to-wear achieved 
good standards of display everywhere and 
other department store items such as house- 
wares, vard goods, etc., have not been dis- 
It would be a good sugges- 
tion to put creative thought behind 
the display of these items in the future. 
This task will be more difficult than the job 
of showing ready-to-wear, but I am = sure 
that if displaymen would suggest improve- 
would be well received by the 


played so well. 
some 


ments they 
management. 


C. L. Gestrine 
Federated Stores of America, Chicago 

The year 1939 is nothing more than a real- 
ism now—but before calling it a realism, | 
would like to say that as far as display is 
concerned, it was a very interesting year to 
watch. More thought was given to the ac- 
tual presentation of merchandise as a whole 
through the medium of display than any 
other year tor a long time. 

Displaymen otf today realize more and 
that the purpose of displaying 
merchandise is to present it in such a man- 
ner that it will create a demand to the pres- 
ent buying public. 

In all lines of business, we have watched 
increase in sales during the past 
year, and as we enter the threshold of the 
year which is just ahead of us, we can at 
least feel confident that our employers will 
increase the budgets, and this will in turn 
give displaymen an opportunity to do just 
that much more in executing selling ideas 
through the windows and store interior dis- 


more sole 


a steady 


plays. 

My forecast for the year 1940 looks very 
bright for the displaymen who are on their 
toes. With all the developments and 
display equipment which the various manu 
facturers are putting on the market, it af- 
fords the displaymen an opportunity to go 
With their ingenuity and ideas, 
combined with all the new display materials 
some of the most outstanding displays can 


new 


places. 


be executed. 

Individual unit will be 
more, dramatizing complete ensembles 
and forth? . . . in- 
creased sales by suggestive selling sell- 
ing more than one item. This can be applied 
to most any line of merchandise. 

“More thought will be put to the displaying 
of merchandise in the interior of the store 
by using the same methods. Lighting is be 
coming more and more important, and espe 
cially colored light. With the new fluores 
lamp—which is just in its infancy- 
lighting will play an especially important 
part in the interior of the store for wall and 
show cases, and also for window lighting. 

up, displaymen today 


windows used 


what does this bring 


cent 


In summing it all 
are striving to display merchandise in such 
a way that it will in turn give the employer 
a larger net profit at the end of each year. 

William Arinow 
The John Shillito Company, Cincinnati 

The more I study the display profession, 
the more I feel the following is important: 

a. The lack of ability of the average dis- 


JANUARY, 1940 


play manager; the lack of knowledge of 
executive ability and responsibility ; 

b. The lack of knowing his people; 

c. The lack of making proper layouts ; 

d. The lack of up-to-date display depart- 
ments ; 

e. The lack of planning far enough in ad- 
vance ; 

f. Most important, lack of selling his de- 
partment to the management of the store. 

I feel that the man who fulfills the above 
requirements is the one who is going to do 
a real job for the display profession of 1940. 

I feel that the interior of the store is the 
most essential item of the displayman of the 
future. I believe the displayman has done a 
fairly good job of making good window set- 
ups, but displaymen still miss the large out- 
standing item—the most effective eye-seeing 
point, and that is the interior of the store. 

The following are items it is well to bear 
in mind. (I still do not follow all these 
suggestions thoroughly, but think they are 
very important, and hope to correct the situ- 
ation.) 

a. How many displaymen see the buyers 
of the various departments regularly in or- 
der to find out how they can help them sell 
certain types of merchandise? 

b. How many displaymen make inquiries 
of the buyers with regard to how the stock 
should be displayed to the best advantage, 
and give them help? 

c. How many displaymen 
ment people to make proper 
displays? 

d. How many display departments have 
an interior department which watches, thor- 
oughly, the interior set-ups ? 

e. How many displaymen follow a regular 
schedule for their interior changes ? 

f. How many displaymen watch advertis- 
ing closely in connection with the interior 
trims, and thereby follow up on the promo- 
tions 7 

In closing, I forecast for 1940 the follow- 
ing, whether it is the display manager, the 
the displaymen who trim the 
various displays: if they will keep all the 
above points in mind and apply them during 
this vear to the best of their ability, they 
will have a most outstanding store: one 
which will be the talk of their town, city, or 
state. Let us use this slogan during 1940: 
“Make every department a show window.” 


train depart- 
coordination 


assistant, or 


V. M. Curto 
J. C. Penney Company, Lansing 

The only prediction we can safely make 
for 1940 is “New York Yankees.” 

(Editor's note: The Cincinnati 
could have told you that back in October.) 

However, the start of a new decade should 
in itself prove a great incentive, but the 
European situation and political unrest in 
this will no doubt curtail expan- 
sions to a certain degree. 

But this can not serve as an excuse for 
laxity in the display business, even though 
a displayman is the acme of perfection. (!) 
We are a year older in experience and have 
learned much, but we can’t sit back and rest. 
This business is getting faster each year. 


“Reds” 


country 


A. J. Roeder 
The Wm. H. Block Company, Indianapolis 
The magic word “glamour” in the sense 
of merchandising seems to be the immediate 
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and forthcoming keynote of 1940 displays. | 
This again will involve dramatization along 
with simplicity. | 

In view of the many gloomy and depress- | 
ing events in the Old World, displays of 
this nature will naturally serve the public 
to great advantage. However, let us still 
hold in mind that these windows must tell 
a merchandise story along with their beauty. 


Cogswell Cromwell 

The H. & S. Pogue Company, Cincinnati 

There can be no doubt that since 1930 the 
art of displaying merchandise for profit has 
taken great strides. Year by year, displays, | 
particularly in the retail stores, have been | 
assuming new proportions of the spectacular, | 
every item has been exploited and drama- 


tized with a professional finesse which can 
not be denied; but where is all this leading: 
On any day or evening, in any city of im- 
portance throughout the country, one may 
observe crowds of people walking from 


store to store to observe the “show.” Too | 
frequently, however, the reaction of the ob- | 
server is, “What a spectacular window, how 
amusing, unique, or unusual!” Not “What a 
smart dress, charming hat, or beautiful 
coat.” 

I can not help at this time but to observe 
that the “age of elegance” in window dis- 
plays is reaching a climax, so the logical 
question is “What next?” May we not ex- 
pect soon to see more simple settings with 
backgrounds and lighting to complement the 
merchandise rather than to obscure it? 





Robert A. Campbell 

Evansville Dry Goods Company, Evansville 

In these times of taxation and other ex- 
tras of business expense when the cost of 
doing business must necessarily be minimized 
to the least possible figure, it is quite inter- 
esting to note that display appropriations have 
been markedly expanded. That is undoubtedly 
the biggest red feather in the 1939 display 
cap. Management itself realizes that money 
expended for display is most productive and 
less expensive. That’s what we've always 
wanted, isn’t it? 

We also find that 1939 proved that fads 
come and go. The trends of the Paris ex- 
position have been completely forgotten. 
Grotesqueness, surrealism, etc. are quite pass- 
ing in their interest and the basic showing 
of merchandise attractively is and will always 
be most important. Let’s consider what the 
customer wants. 

And so this new year of 1940 will surely 
be a greater continuance of the past year. 
Let’s forget the scare of war here and dili- 
gently keep on with our unfinished work. 
America is full of opportunities and so is 
display. Make the most of them. 


O. J. Blanchard 
Goldman's, Oakland 

In times which are called troublesome and 
upset, all persons connected (in any manner ) 
with display have a real opportunity to live, 
to be human, and to emphasize our spiritual 
and mental values. 

In every display medium, in each selling of 
our merchandise, we can help the public’s 
mind with the selling of ideas—the happi- 
ness, the straightforward showing of ideals, 
our wonderful every-day environment, our 





DISPLAY WORLD 


No. 505—THREE HAND DISPLAYER—Over 
all height 30”. Hand carved, half relief 
hands 714”. Base 12'%4” x 6”. Entire 
width 22”. 
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No. 360—MILLINERY DISPLAY STAND— 
made of 1” gum, 28” high. Very practical 
-one of our most popular numbers. 


Announcing for 
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fine quality and workmanship. They are in tune 
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advantages, and privileges as contrasted with 
world suffering. 

Minimize the military trend, the unrest and 
sadness, the world’s darkest side; rather, we 
can sell our country, our civic benefits, our 


state, our natural resources, and _ spiritual 
wealth. 
We who are fortunate enough to be con- 


nected with a profession in which we are able 
to reach the largest percentage of our city’s 
public, have this opportunity and should make 
display the outstanding feature to combat our 
ills and evil trends in social and political life. 

Each displayman’s personal happiness can 
be attained by knowing that he has helped to 
make the American way a little easier. Dis- 
playmen have a wonderful chance in every 
public relation to prove to their public that 
the store and display are working for more 
than just merchandising: that we are working 
toward stronger unity, peace, better and closer 
feeling between classes, a real Americanism. 
We a real factor in influencing the 
public by being an integral part of every 
great American city. 


can be 


Harry R. Schoenlaub 
Kroger Grocery & Baking Company, Cincinnati 

After all the holiday rush, it is a wise plan 
to relax and take inventory of yourself for 
the coming year. These two questions mean 
the difference between just another year or 
a successful year for you. 

There is no need to say displays are going 
to be used next year; they are, of course, 
and were long before this country was ever 
settled. The question is, what are you going 
to do to gain recognition for the displays you 
are respt msible for? 

If you were planning displays to be used 
in every part of the country, alongside of 
very heavy competition, you would soon learn 
that “rugged individualism” is more than a 
two-word phrase. It is the difference between 
“another display,’ or a “knockout” of a dis- 
play job. In this fast moving world, where 
one can not stop long enough to appreciate 
the little things around him, he certainly can 
not spend time to analyze each individual dis- 
play he sees. However, this is where your 
ingenuity rings the bell on the cash register. 
If your displays are new, are novel, are dif- 
ferent, and tell a story, you will ring the bell. 
But remember that it must be done in a man- 
ner that will stop the consumer and_ then 
sell him. This is where all display activities 
should be centered before any work is started 
on the actual displays. 


Everett W. Quintrell 
Elder & Johnston Company, Dayton 

The joys and sorrows of 1939 are now but 
a memory. We are embarking on a new 
voyage on the sea of life. Many New Year 
resolutions have been made by people through- 
out the land—and very few will be kept. 

But I think every displayman should have 
a set of simple rules and try to live up to 


them. With a little effort on his part he 
will find he will work better, accomplish 
more. 


First, let us consider the golden rule: “Do 
unto others as you would have them do unto 


you.” Just a kind word or a kind deed will 


accomplish wonders in getting others to see 
our way of thinking. 

If we start the day with a chip on our 
shoulder, we find that nearly everyone we 
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But 
if we start the day with a smile, everything 


meet will be contrary and disagreeable. 
will seem to come our way. Your work re- 
flects your attitude. 

When criticism comes your way, whether 
just or unjust, receive it with an open mind. 
If you make a mistake, be big enough to ad- 
mit it, and correct it without delay. And 
never hold a grudge. 

Respect your fellow workers and endeavor 
to cooperate with them at all times whether 
you like them or not. One of the most im- 
portant things in life—something that will 
bring success to you quicker than anything 
else, is the good will of others. 

Make up your mind that you will work 
harder, study more, and worry less. Your 
attitude toward your job will determine how 
far you go during 1940. 

Take advantage of every opportunity that 
comes your way and remember that a quitter 
never wins, and a winner never quits. 

When the day’s* work is done, leave all 


thought of it at the store. Get your mind 
into other channels, whether it be reading, 
playing, or a hobby. But above all, don’t 


worry about what has transpired during the 


day. Everything works out for the best. 


John Flotten 
Harris & Frank, Los Angeles 

I am convinced that for the ensuing year 
color promotions will be stressed. Our fall 
campaign convincingly indicated that concen- 
trating on a certain color each week has been 
productive of good results. 

For example, in featuring gray suits, we 
divided one side of our windows into three 
sections. One carried gray suits with green 
accessories, the next section displayed blue 
accessories, and the third carried brown ac- 
Substantially the same idea was 
for our brown, blue, and green 


cessories. 
carried out 
suits. 

In the other side of our windows (which 
is the arcade front) we featured style pro- 
motions to tie up with style promotions ex- 
ploited in leading magazines. In this way we 
effectively covered the field in two ways— 
first, our own color ideas, and second, nation- 
ally advertised promotions. 


Milo R. Landes 
Emery Bird Thayer Company, Kansas City, Mo. 

The displayman of 1940 has indeed a wide 
scope of new trends and developments to se- 
lect almost any type of display wanted. The 
European war no doubt will influence a num- 
ber of new designs and colors, lending a 
martial touch here and there. 

The display progressed in 
the past year, but still has room to continue. 
Display has become a factor of great import- 
ance wherever it can be used, which renders 
its use almost unlimited. I think the two 
fairs demonstrated to what dramatic and col- 
orful extent displays can be arranged. 

My best wishes for a happy year to all the 
display profession. 


profession has 


Wesley P. Foster 
Davis Schonwasser, San Francisco 
My belief is that the year 1940 will mark 
an outstanding year for display in general, 
but the displayman must make a change. He 
must stop being self-sufficient and look and 
work with the national association to pro- 
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mote his rightful standing in the business 
world, as a business man with modern meth- 
ods and not as a mere window dresser. 


A. L. Squires 
Gebhart-Gushard Company, Decatur, Ill. 

Display and men with a display mind will 
be in greater demand more than ever in 1940. 
The powers that be realized this a long time 
ago, but the thing which holds us back is the 
lack of ideas that can be executed with a 
minimum cost. Let us hope 1940 brings us 
a lot of new things that can be worked out 
with a minimum amount of cash and time. 


M. H. Luber 
The Killian Company, Cedar Rapids 

Another year has passed, and many changes 
in the displaying of merchandise have taken 
place in almost every town and city in the 
country. As we are entering a new year, I 
believe that every merchant and displayman 
will pause, think, and wonder what 1940 will 
bring. 

The most important problem is every store 
is: how can we sell more merchandise at less 
expense? This can be accomplished only 
through display and “effective” display. 

After a few months of study and research 
of my own, | found that making displays just 
for stopping people and creating favorable 
comments made few sales. The only worth- 
while forecast for 1940, in my opinion, will 
be: display and dramatize the merchandise in 
the windows, as well as in the store interior, 
to make the public want it. After all, it is the 
sweet of the cash register that makes 
it possible to stay in business. 


song 


Herman Battle 
The Goldenberg Company, Washington 

The display medium, in my opinion, is just 
as important as newspaper advertising. We 
look upon our windows as the eyes of a store 
and one’s eyes should at all times be bright 
and clear with a definite expression of the 
individual or store it represents. 

I further believe that before a display is 
accepted as satisfactory it should at all times 
have the approval or criticism of the depart- 
ment manager, because too often he or she 
may have a just criticism that is overlooked 
by the display department or management. 

The primary reason of course in display is 
to sell, and in the effort to sell no detail 
should be overlooked. Therefore, before 
raising the curtain to the public on any given 
window, I always look for and appreciate 
suggestions or criticism from any individual 
in the organization. 

Display has only one purpose, and that is 
to sell, then sell, and then sell some more. 


Paul Pellegrini 
Daly Brothers, Eureka, Calif. 

Although display has forged ahead in the 
past, it is still in the infancy stage in many 
respects. Department stores under the di- 
rection of skilled displaymen have changed 
the shop window into a real show which 
sells merchandise. But the average depart- 
ment store is still handicapped by inade- 
quate display materials to work with. 

I believe the manufacturers of products 
and makers of manufacturers’ signs and 
displays are lagging behind. We need better 
and bigger materials and simpler set-ups, 
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SS instead of the common drug store trim. That 
h- over 90 per cent of the department stores 
will not allow manufacturers’ display proves 
the fact. 

I have noticed time and time again a 
beautiful automobile shown in what is called 





ill ' the “display room” with nothing around it 
10. but a potted plant. How much more appeal 
ne it would have with a floor covering and a 
he background to do it justice. 

a This is but a small example of what dis- 
us play can mean in 1940 and years to come. 
ut 

1e. H. A. Fitzsimmons 


Armstrong's, Cedar Rapids 
Nineteen-forty will usher in a new era for 
displaymen—a bigger and better age. The 
displayman must make his windows a living, 











ost vital thing. 
ma The displayman must be able to speak to 
I the public through every single mannequin, 
- through every piece of merchandise dis- 
ill played in the windows in 1940. Stop them! 
Entertain them! Make them want to come 
- into the store to see the rest of the “show.” 
an To do this the displayman must not only 
sly understand the merchandise but also the de- 
sires of his buying public. Each city, ham- 
ch let and community has a different public 
nn to contend with. To make myself clear, the 
“_ display that has drawing power on Fifth COLUMBUS COATED FABRICS CORPORATION 
“a avenue would definitely not be successful Dept. D-10, Columbus, Ohio 


‘il in the mid-west. The desires of the public Rush folder showing Sample Swatches of QUILTED SATIN. 


are not at all the same. 
























in : : ? GLO in full range of colors. 
“ A displayman is a great deal like a 
ie movie director in that he must make his 
we display talk to the public, for after all the @ ‘SS ZA BQSe eS eg NOMe.. «6. eee eee 
people are his audience and indirectly pay , ‘ f 
his salary. a 4 4 NTS ces irc one Vicks Gehd acces wR ee 
You can be certain that if your display 
has invited the public and brought them in 
to the store, later to leave with the smile 
ust so evident on contented customers, you have 
Ne pleased your “boss” as well. 
ore The public, your customers, know they 
= will be well dressed—that they may even - 
the look like that well-dressed mannequin in ad th 
your window—or the fat man realizes that én or ‘ 1S 
1S he too can be smartly dressed and properly 
nes fitted. They'll feel better knowing that they emer a gO 
rt- have the right hat—the right shirt, shoes, and 
wo gloves—even to the tiny hankie tucked in his 10 PAGE CATALOGUE 
ce coat pocket. 
: When satisfied customers like these re- Rescind i tl wl on Cellulose Acetate 
| 1S sult—then you may realize that your win- +tentaurite * 
fail dows have been living and vital to your ae s ‘ ION SE: PLASTICS for DISPLAYS 
ore public, and that you have done a good job * 4 to 
ven in 1940. r: | ° 4 f 
val e J. M. GORDON 
ual Emil Newdold ots & CO. 
P. A. Bergner & Co., Peoria . 
7 $ e e eo e \4 * 
P aS A little tip for the year 1940. Business, mew: y ubt Ada 189 GREENE ST. 
in general, for the year will be rather un- decorative! NEW YORK, N. Y. 
settled on account of the European war. It 











actually means that the displayman will have 
to be on his toes more than ever before. In 

















the other words, he will have less time to put 
an his ideas into action. Ay ; ; 
y s ideas into action. — Pioneers of Plastic Products for Displaymen 
di- Time will be shorter and I would not be 
ged a bit surprised if we would have more labor = 
lich trouble than in previous years. I still say = - - 
art- that the displayman should not belong to a IT Is YO R LOSS EVERYTHING FOR THE STORE IN 
. . . ~J 4 J 
de- union; he is an executive and they do not If You Don’t Write for Our Catalogue, DISPLAY FIXTURES 
belong in a union. I am 50 years of age and reeptantnanlicinagee es . FA da aig ogee 
icts I have never belonged to a union and still F. BD. GOODLANDER hag 5 Lam 
ela tii: “ge tone“ ; BOX 233 WABASH, IND ae 26 to 
and do not believe in it for displaymen. For : as . ; : sw 
7% ‘ie Manufacturer of Claycoated Showcard Boards THE FIXTURE MART I 
ia 4 ; , : ” r\ ne. 
tter carpenters, electricians, etc., it is OK—but Jobber of Sign & Showcard Writers 314 W. JACKSON BLVD. CHICAGO 
Ips, : not tor the displayman. Brushes _and_ Supplies. 



























K. D. McGannon 


Abrahams, Davenport 
The display profession exists because of 
its ability to sell merchandise. It has become 
more and more important because display- 
men have developed that create an 
urge to possess the merchandise “on display” 


ideas 


in the minds of those whom we serve. 
Display technique has improved immeas 
New 


media 


urably in a comparatively short time. 
avenues of approach are open. New 
of expression are available. 

In direct proportion to the care exercised 
in planning and the enthusiasm and effort 
expended in executing those plans will dis 
1940. 


play improve in 


Joe Tilner 
Campbell's, Van Nuys, Calif. 

A popular opinion in this part of the 
country, corroborated by eastern visitors, 1s 
that southern California is far ahead of the 
display field insofar as men’s wear is con- 
cerned. In view of this, eastern merchants 
can soon expect an influx of coast display 
viz.: extremely light and 
woods for permanent window backgrounds 
and fixtures, finer detail in display of mer- 
chandise itself, and extensive use of manne 


trends, bleached 


quins. 


Moie M. Hamburger 

Strub's Department Store, lowa City, lowa 

The most encouraging aspect of display 
for 1940 is that and man- 
agers are spending a little more for display 
than the year before. This is directly attrib 
utable to the fact that display windows are 
The mer- 


merchants store 


responsible for increased sales. 


chant knows this and will continue to en- 
large the display budget just as long as the 
displayman keeps his windows alive, dra- 


matic, and selling. 

Then, 
ping this year and especially in the evenings 
because the public is finding that displays 
not only give them style information, home 
furnishing technique and methods of better 
form of enter- 
extra 


too, we'll see more window shop- 


living, but also a pleasant 
tainment enjoyed by millions—at no 
cost. 

L. A. McMullen 

Eastern Outfitting Company, Portland, Ore. 

The young man who has put his school 
books away and has taken to the mercantile 
field and who wants to become a buyer, mer- 
chandise man, or an advertising man will 
find no better field to prepare his future 
than to get interested in display work. In 
this field he will learn the good qualities 
of color, balance, sales promotions, seasons, 
and merchandise. 

He will be in a position, when he ad- 
vances, to be thoroughly adapted for a suc- 
future. One must admit that hard 
work and study are the essentials which hold 
the key to success. 

I do believe that the displayman who will 
follow this plan has no reason to worry. It 
has been my life’s work, and I can safely say 
that the experience in display has fitted me 
for the good position I hold today. In my 
forty years of display work I have had many 
subjects to choose from, at present many 
more than available years ago. The 
show window is getting like our styles—the 


cessful 


were 
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this 
must 


public likes newness, and because of 
the displayman must follow suit. He 
think of displays that are easy to execute, 
displays that command attention, and that 
make the shoppers remember your store and 
return. This calls for interior displays as 
well as windows. 


J. T. Erskine 
Davidson Brothers Company, Sioux City 

I think the most important thing for dis- 
playmen and merchants to keep in mind for 
1940 is to be vourself. By that I mean it 
you are a high style and quality store, serv- 
ing a wealthy community, by all means dis- 
play your merchandise in the smartest man- 
ner possible, keeping in mind that your cus- 
tomer probably lives in unusual 
ings, and you make her feel at ease and at 


surround- 


home in your store. 

On the other hand, if you are a popular 
price store serving a working man's com- 
munity, too much glamour and metal hair on 
mannequins may have the effect of 
making your customers feel out of their ele- 
ment. I feel that this type of store should 
feature — selling 


your 


displays in 
front of attractive backgrounds, in keeping 
with the community. 

Be yourself and prosper in 1940! 


merchandise 


Eugene W. Turner 
Zachry's, Atlanta 
find a more conservative dis 
playman, more original in thought, depend 
ing more on his own imagination and cre- 
ative effects, with a definite leaning to the 


Today we 


true tundamentals of his craft that is, 
“selling merchandise.” 
Throughout the past year, we have seen 


many new ideas much more simplified in 
treatment, deftly executed in such a way as 
to be far more compelling in their 
appeal than ever before. 

To the average store elaborate trimmings 
and costly displays may be an exception at 
times, but they can never be the rule. It 
seems our efforts will always be judged and 
appreciated most for their sales appeal. If 
this be true, then our greater 
achievement in 1940 lies closely in this vein. 


sales 


hopes for 


J. R. Stewart 
Barker Brothers, Los Angeles 

Display of today has forged ahead to be- 
come the main factor in small or large retail 
merchandising. Displaymen have to be more 
creating highly imaginative 
and illusionary displays. We are out of the 
Victorian era, no matter how much of the 
fragrance of its memory still lingers with 
a touch of it in our displays. 


conscious of 


Remember, a 
short number of years ago, just about every 
article in a store would be required to have 
a place in a show case or window, so that 
merchandise would be piled and stacked in 
a mad jumble of actually no sense at all. 
People got tired of seeing just part and not 
the whole of an article. Today we keep all 
this in mind, being conscious of style, trends, 
and colors to form a definite illusion for the 
merchandise we have to offer. 
Don Palmiter 

Samuel Leask & Sons, Inc., Santa Cruz, Calif. 

Since the first and foremost purpose of 
display, to my mind, is to merchandise—that 
is, to attract the customer, interest the cus- 
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tomer, and sell the customer—I believe the 
1939 trend away from the “arty” type ot 
display to the simpler type in which back- 
ground, fixtures, etc., are subordinate to the 
merchandise will be continued and improved 
upon. Lighting effects will be used more 
and more to dramatize, I am sure, and I look 
for another year of greatly improved “helps” 
on the part of manufacturers ot display ma- 
terials, fixtures, and the like, that will aid 
the displaymen to create still more forceful 
“selling” windows and_ interiors—windows 
and interior displays that are not only at- 
tractive and appealing, but that will convert 


“lookers” into customers by showing why 
said customer needs the merchandise dis- 
plaved. 


Stuart A. Raymond 
The Broadway, Los Angeles 
It is no longer 
the “stepchild” department in a store. It 
vital, important part 
Today, modern stores synchron- 
interior 


Display has come of age. 


is a_ living, of sales 
promotion. 
ize their advertising, window and 
displays so that the store presents a unified 
This is true whether the 
store is featuring sale merchandise, fashion 


a general store-wide theme, 


front to customers. 


merchandise or 
such as the vacation idea. 

In windows, I believe in one idea at a 
time, strongly promoted. For instance, the 
entire series might 
to corsets of all types, 
occasion, to fashions in a new The 
interest and attention is thus 
fastened on concentrated idea and the 
impression stays with her. Her attention 
is not scattered. The Broadway has found 
this type of promotion singularly successful 
and sales-sustaining. For instance, the store 
launched “Cranberry,” an im- 


window be given over 
to shoes for every 
color. 
customer's 


one 


successfully 
portant accessory color, by having a series 
of attractive ads, some in color, bolstered by 
interior displays and an entire 
windows dramatically stressing the 
Interior displays and signs carried out the 
idea in all fashion and accessory depart- 
ments. 

The future of display? The theatres of 
tomorrow happily allied with factual presen- 
tations of interest to the consumer. In other 


series of 
color. 


words, give them facts. Show the mer- 
chandise functionally . . . in movement. it 
possible. And all with an eye-appealing, 


emotion-arousing “dressing.” 

alliance with the advertising de- 
partment. Your copywriters are trained an- 
alysts in the “what-makes-them-buy?” field. 
They're ideaful; they have a = flair for 
phrases. Sound selling ideas and good copy 
are as important in a window as they are in 
See that vou get them. 

Women do 85 per cent of 
A store is in business 


Closer 


an ad. 
Summing. up. 
the nation’s buying. 
to show a profit. All display appropriations 
should automatically be meet 
the additional responsibilities of selling mer- 
chandise and of “selling the store.” 


increased to 


Donald J. Reish 
Crawford & Zimmerman, Flint, Mich. 

The tools in the hands of the window 
decorator are rapidly being increased in 
number. New developments in materials, 
such as plastics of different types, will ac- 
celerate the trend toward dramatic displays. 

[Concluded on page 50] 
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NEW SPRING 


SHADES IN 
FABRICS 
e@ Satins @ Brocades 
@ Velours @ Crashe; 


@ Beach Cloths 

@ Leatherettes 

@Display Scrim 

@Rigid Crash 

7 @ Pliofilm 

@Compressed Sisal 
MAHARAM @Grass Mats 
CAN FILL et — 

@Chrome & Foil Moulding 

EVERY @Die Cut Letters 










DISPLAY © Quiltfoils 
NEED @ Plastic Novelties 
e@Cotton Roping 
* @Chrome Banding— 


Sheets—Tape 
@Fish Nets e@Cork Floats 
@Bamboo Floats 


AS re AS AS /' 
FABRIC CORPORATION. 
NEW YORK—130 WEST 46th STREET 


CHICAGO ST. LOUIS LOS ANGELES 
6 E. Lake St. 915 Olive St. 819 Santee St. 
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—install it with 


KLING-TITE 


OURS EARLIER — with more 
selling hours and more sell- 


ing power — windows can be 





nar ape Q)// Model T-3 
put into “sales action" with V/ Kling-Tite 
the Kling-Tite Automatic ¢/ One-Hand Tacker 
/ 


/ 
AR i 
One-Hand Tacker! Sim- i \ 


ply hold Tacker in one 
hand—grip the kan- 
dle—and, zip, zip! / 

















fast as you grip 


Write for details! 











ALHANSEN MEE. 


5041 Ravenswood Ave., CHICAGO, ILL. 








j, ) 
/ \ b/, K LING-TITE dressed windows are 

V x better! They're neater—more at- 
J tractive—more effective. In close quar- 


ters, cramped corners, or on narrow steps 


or ledges—this handy, compact, self-con 


it drives slen- / tained device does iis work. 
der, pin- 
pointed a Tacking merchandise on cards—installing 
(ESS backgrounds—covering panels and shelves— 
1) .. G 
rn ry 010 tacking up posters, indoors ond outdoors— 
points. ; 
= are a few of the many practical, every-day 
ASK FOR uses of Kling-Tite. 
FOLDER 


Kling-Tite effects a distinct saving in time, effort 
and materials. It is standard equipment with lead- 


ing displaymen, sign men and salesmen—everywhere! 
g play a y 


Co. 
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SET THE TOWN TALKING 


About Your Unusual Windows! 


MAGICAL! 
MYSTIFYING! 
DIFFERENT! 


Set up a black window—paint figures, scenes, 
designs with Flame-Glo Fluorescent Paint—in- 
stall inexpensive “black light’ (ultra-violet rays) 
. . . and you have the most eerie, mystifying 
effects ever achieved in window display. Its 
limitless possibilities will stir your imagination. 
It's today’s biggest crowd-pulling opportunity! 


Originally these effects were obtained only in 
expensive scientific and theatrical work. Now 
Flame-Glo brings them well within your budget. 
Works on any interior surface—wood, metal, 
cement, cardboard, fabrics, etc. Easy to brush 
or spray: dries in one hour. 


Investigate this magical display medium. Write 
today for full details, prices and color card. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 











HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mfg. Co. 


1214 W. Madison St. 
Chicago, IIl. 











You spend good 
money for adver 


ARDBOARD money” for ad 
. EASELS couenes a 


dise displays. 
is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out 
live your display card. Write for samples today 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 











@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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DISPLAYMEN AND 1940 DISPLAY 

[Continued from page 48] 
The decorator’s imagination and dramatic 
ability is thus aided and abetted in ways 
undreamed of until now. Good lighting has 
been given an additional push with the per- 
fection of fluorescent tubes and much can 
be done with this tool in the effective light- 
ing of displays. 

I am glad for the good of the craft that 
the extreme surrealists have had a chance 
to display their fantastic art in the display 
field—have been properly laughed off—and 
have left it to the display artists more fitted 
to sell merchandise to the multitude with 
the window medium. Displays can never do 
a job by letting the imagination of the dec- 
orator leave this workaday world and intro- 
ducing other worlds to the buying public. 
The limit of effective soarings of the dec- 
orator’s imagination was probably set by the 
displays in the Miami Palm Beach Shop last 
winter. But between the standards set in 
that very beautiful series and the average 
run-of-the-Main-street displays, as I have 
noticed them in my travels, there is a large 
field. It is my hope that during the coming 
year more decorators can leave that lower 
limit and achieve a standard that approaches 
more closely the upper limits in window 
display artistry. 


l. A. D. M. NEWS 
[Continued from page 43] 

This year Detroit will act as host to this 
association. We all know the high calibre 
of the men who will be back of the gigantic 
task of making the Detroit convention the 
greatest of them all. 

Won't you try your best to mail your 
check today to John L. King, our new man- 
aging director, so that he in turn may inform 
our president and the Detroit Club, and offer 
them as proof the trust confided to them with 
the greatest paid-up membership roll ever 
to attend a convention ? 

Then, my fellow displaymen, we can truth- 


fully say, “Yes, display is marching on!” 


Life begins at forty (1940)! And so as the 
biggest year of advancement starts in the 
history of the display industry, let us make 
our dominating New Year's resolution a 
determination to fight for the proper recog- 
nition of the display profession. To fight, 
not with a pair of mitts, or with bayonets 
amid a blare of trumpets, but with an arse- 
nal of knowledge and statistics to prove the 
value of displays. Let us fight with tact and 
diplomacy that will be convincing to those 
who make the budgets on which display 
operates. 

In a recent article, J. B. McCann, our 
I. A. D. M. president, states: “Display has 
been held down so long in an effort to treat 
it as an aid to newspaper advertising that 
in many instances the true value of display 
as an individual selling medium has not been 
recognized. When displays are well exe- 
cuted, the selling power can be checked by 
the merchant who interests himself in find- 
ing out where his appropriation goes. The 
smart retailer recognizes in display an ad- 
vertising medium that produces more per 
dollar than any other method of advertising 
employed to date.” 

And so let us stand up for what we believe 


is the necessary expenditure commensurate 
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with the value of whatever displays we plan 
And let us do this, not with the fear tha 
we are asking a favor of the merchants fo: 
whom we work, but with the very confiden: 
knowledge that if we can convince the mer 
chants that they should increase their ap 
propriations for displays that are going t 
pay bigger dividends than any other type ot 
advertising we are then doing them what is 
probably the greatest favor possible by any 
one in their employ. 


Often the question arises, “What can | 
get out of the I. A. D. M?” Eliminating 
many detailed advantages of our organiza- 
tion, I want to announce the new policy with 
regard to assisting members when they find 
it necessary to look for a job. I have found, 
since assuming this office as managing direc- 
tor, that it is not always possible for me 
to have openings on file for the man who 
writes in for assistance in his efforts to lo- 
cate a new job. After some consideration 
I decided it would be better to assist the 
man through an executive personnel bureau 
even though it would be necessary, in some 
cases, to pay a fee for the bureau’s services. 
Therefore, I have established contact with 
a personnel bureau in New York that al 
most constantly has openings for display 
men. We are also working on a similar con 
tact to benefit men on the west coast and 
on another contact of this character that will 
be beneficial to those who seek employment 
in the middle west. 

I. A. D. M. members who need assistance 
in locating new jobs should not hesitate to 
write to this office and we, in turn, will en- 
deavor to help them on a basis of no profit 


to the I. A. D. M. 


Start now to save photographs for the 
annual I. A. D. M. achievement contest to 
be terminated at the national convention in 
June. Announcements will be made later 
giving the seventy-five different classifica- 
tions under which they may be entered. 





Lord Studios Begin 


New Service 

The Lord Studios, 1348 Spring Garden 
street, Philadelphia, has developed an addi- 
tional service, offering the displayman an 
array of distinctive designs adaptable for 
individual requirements. Each unit is fab- 
ricated with materials that afford the user 
an exclusive feature, and is protected by 
direct purchase from this associated studio. 





Display To Be Subject 
Of NRDGA Address 

Display will be one topic on the program 
when the National Retail Dry Goods Asso- 
ciation convention gets under way at the 
Hotel Pennsylvania, New York City, during 
the week of January 15. Henry Allman, di- 
rector, Philadelphia Art Alliance, will dis- 
cuss “Window Display as an Art.” 


Richard Staines Wins 
Printzess Contest 

The Printz-Biederman Company, Cleve- 
land, has announced that Richard A. Staines, 
Vandever Dry Goods Company, Tulsa, has 
been named winner of the $50 first prize in 
the professional class in the company’s re- 
cent display contest. 
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Hermanson New President 


Of Chicago Club 


At the regular meeting of the Chicago 
Display Club on January 8, George Herman- 
son, Republic Merchants Association, was 
elected president of the organization. He 
succeeds Carl Gestrine, Federated Stores of 
America. Perry Smith, Montgomery Ward 
& Co., was elected vice-president; H. R. 
Wilson, Horder’s, secretary, and Clyde Dow- 
ner, Hassell’s, treasurer. The meeting was 
held at the Hotel Sherman. 

In addition to being an election meeting, 
the evening was also “Past Presidents’ 
Night,” with Carl V. Haecker, Montgomery 
Ward & Co.; J. W. Campbell, Carson Pirie 
Scott & Co.; J. D. Williams; Robert OQ. 
Johnson, Commonwealth Edison Company, 
and W. L. Stensgaard, president, W. L. 
Stensgaard & Associates, Inc., making short 
talks. L. J. Dwiggins, Reyburn Manufac- 
turing Company, reports that Stensgaard’s 
talk, in particular, electrified his listeners. 
Among other comments, Stensgaard said 
that possibilities in display today are un- 
limited—that business, with little real knowl- 
edge of display, is increasing display allow- 
ances and that modern displaymen are fac- 
ing a golden opportunity. 


New Bonded Metals 
Introduced 

On the market for the first time are two 
new pre-finished bonded metals which com- 
bine the beauty and durability of nickel 
and chromium with the lightness, strength, 
and workability of aluminum. These two 
plated metals are nickel aluminum = and 
chrome aluminum, just introduced by the 
manufacturer, American Nickeloid Company, 
Peru, Ill. The two metals are formed by a 
surface of chromium or nickel bonded by 
an electrolytic process to an aluminum base 
metal. Previous attempts to plate aluminum 
involved complicated dips and the results 
were never reliable. The new process pro- 
duces coatings that can be fabricated with 
assurance that they will not peel. 

Display Equipment Appoints 
John C. Ouimet 

The appointment of John C. Ouimet as 
representative for Massachusetts, Vermont, 
Connecticut, Maine, and New Hampshire has 
been announced by Display Eqpipment Cor- 
poration, 147 West 37th street, New York 
City. 

The same firm has just completed an ex- 
tensive remodeling program in which the 
new display front has been made most. in- 
teresting and attractive, while showrooms on 
all floors have been brought up to the high 
mark set by the windows. 


Organization Of New Firm 
ls Announced 

The organization and operation of the 
American Mounting & Die Cutting Company, 
Inc., St. Louis, is announced by Clifford H. 
Misenhelter, president. Strategically lo- 
cated near the geographical center of the 
United States, the company is in an espe- 
cially advantageous position to serve the 
lithographing and allied industries in the 
production of advertising display material, 
say its executives. 
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Perforated Metal Sheets 
Have Many Display Uses 

The Cincinnati Steel Products Company, 
Linwood road, Cincinnati, recently intro- 
duced to the display field a series of patterns 
in perforated steel sheets. Available in dit- 
ferent gauges, the most common being 22, 
the sheets can be had up to a dimension of 
36 by 120 inches. They are easily cut and 
formed for a great number of display pur- 
they are said to take any finish, in- 
cluding plating or spraying. Samples and 
literature are available from the above. 


poses ; 


Sherman Now Manufacturing 
Many Dennison Products 

As of January 1, the Sherman Paper 
Products Corporation, Newton Upper Falls, 
Mass., began the manufacture for jobbers 
and distributors of a number of well-known 
display materials formerly produced by the 
Dennison Manufacturing Company, Fram- 
ingham, Mass. Included are Tone-Craft, 
Taffetex, Deep-Tone, Plan-A-Trim, and 
Design-Craft. The new development is made 
possible through an exclusive arrangement 
with Dennison. Crepe paper and other Den- 
nison products not listed above will con- 
tinue to be distributed through the usual 
channels as in the past. 

The addition of the Dennison items to the 
corrugated display products made by Sher- 
man will round out the line very effectively, 
according to E. W. Pitt, sales and promo- 
tion manager. Sherman’s 1940 catalogue will 
be ready for distribution on January 30, and 
copies are available on request. 


Cleveland Club 
To Meet 

The January meeting of the Cleveland 
Display Club, to be held the evening of 
January 15 in the Wessex room of the Carter 
hotel, is to be “DISPLAY WORLD Night,” 
with R. C. Kash, editor of the publication, 
as guest speaker. His topic will be “Dis- 
play, the Power behind the Sales Throne.” 
A more detailed report of the meeting will 
appear in the February issue. 


Reports Interest Shown 
In Lighted Turntables 

Many displaymen are indicating their in- 
terest in the illumination of turntables as a 
further means of dramatizing the merchan- 
dise they bear, according to Edwin Good- 
man, Goodman Flexible Sleeve Form Com- 
pany, 19 West 34th street, New York City. 


Glazebrook Joins 
De Pinna's 

Haslett McKim Glazebrook, formerly as- 
sistant display manager for Franklin Simon 
& Co. New York City, has joined De 
Pinna’s, of the same city, as display director. 


Detroit Club 
Meets 


A special New Year “Get-together meet- 
ing” was held by the Detroit Display Club 
on January 8 at the Hotel Statler. The 
formal announcement of convention commit- 
tee heads for the 1940 conclave of the Inter- 
national Association of Display Men was 
made, and convention arrangements dis- 
cussed. (The committee chairmen are listed 
in detail elsewhere in this issue.) 


“THE HOUSE OF GOODMAN PATENT SLEEVE FORMS FOR DISPLAY” 
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GOODMAN GUARANTEED DISPLAY 


TURNTABLES 


spell “Double Duty.” “They sell themselves 
and sell other merchandise.” These 1940 new 
Mannequin Aces are silent,  self-oiling, 
sturdy, and may be had in standard black, 
blue, grey, buff or gold 

Load 1-500 Ibs. $7.50-$55.00 

Small additional charge for lighting. 

Order Today! Specify load and current. Sam- 
ples for showroom to jobbers at cost during 
January only. Quantity discounts on request. 











Patent No. 1,808,459 


GOODMAN «22cx'Fs.. COMPANY 


makers of the famous 
Goodman Patent Sleeve Forms + Motion 
19 West Mth St., New York, N. Y. 
Distributors Wanted 


“NO WINDOW COMPLETE WITHOUT” 
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INTRODUCING 


One of the new ad 
ditions to our. star- 
tling line of “Coro 
net’ mannequins. 

When you're next in 
New York, be sure to 
visit our remodelled 
Show-Rooms—and see 
for yourself why “Cor 
onet’” mannequins are 
the crowning achieve 
ment in the field of 
mannequin display 


The Display 
Equipment Corp. 
147 West 37th St. 


(501 7th Ave. Bldg.) 
New York, N. Y. 








RUBBER 
MILLINERY HEADS 


Our models are vulcanized, and 
thereby insured against distortion 
and shrinkage. 

“no chip—no crack—no break” 
Send for photos of our new series. 
JULES KENNER HYMAN 
Tioga & Almond Sts., Phila., Pa. 














TRANSPARENT MIRROR 


One-Year Written Guarantee 
On & Off, Dual, Third Dimension, Convex, Con 
cave, Globes, Flat. Any size, shape, or density. 


Transparent Mirror Corp. of America 
105-7 LORIMER ST. BROOKLYN, N. Y. 








Send for the 


“In 1891 


AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 













In sheets 18” wide by 8’ high 
Packed 4 sheets to a carton 


$2.50 a Sheet 
= 





CORPORATION 


General Display Corporation 


Carew Tower, Cincinnati, O. 

















JOBBERS: 


class 


High 


for popular prices. 


mannequins 
Com- 
plete new lines of Ladies’, 
Men’s and Children’s Fig- 
Ask for our flexible 


mannequins that serve a 


ures. 


dozen purposes. 


DISPLAY 
MANNEQUIN, INC. 


257 W. 17th St.. New York City 
Wa 9-4275 
te 











E WOULD like to become distributors for 

first-class artificial flowers; have been in 
business 46 years, and can furnish the best of 
references. We own and operate one of the 
largest nurseries on Long Island. 


SWAN RIVER NURSERY 
Patchogue, N. Y. F. W. Brutschy 








A&B WOOD LETTER CO. 


Manufacturers of Display and Sign Letters 
cut out wood, cardboard—chrome letters for 
every purpose. Patterns of sign letters cut 
in cardboard. Profile carving, etc. 


12517 EUCLID AVE., CLEVELAND, OHIO 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 








$2.00 Per Column Inch — CASH WITH ORDER 
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RETAILERS AND 1940 DISPLAY 
[Continued from page 11] 

want to reverse the situation and say that 

window displays should be so planned as to 

give the proper background, the proper pres- 

tige, the proper personality to the store. 

I was interested in an article I read the 
other day, which said that a certain mail 
order house was spending hundreds of thou- 
sands of dollars to dress up a mailing pack- 
age that they sending through the 
mails, and so it appears to me that if it is 
so important that this large mail order house 
dress up a mailing package, how much more 
important it is for merchants not only to 
dress up their stores, but particularly dress 


were 


up their windows! 


Ross M. Dalbey 
Publicity Director, Younker Brothers, Inc. 
Des Moines 

It is my opinion that most stores put too 
little effort on interior displays. There is a 
growing realization that point-of-sale dis- 
plays are, in some traffic aisles at least, more 
important than window displays. We have 
always spent money, time, and thought on 
dramatizing an idea in our windows. In 1940 
we plan to harder inside the 
We believe that more effort toward selling 
the customer that comes into the store will 
be a display trend in 1940. 


work store. 


T. J. Twentyman 
Advertising and Sales Promotion Manager 
Loveman, Joseph & Loeb, Birmingham 

Display windows, when they're splendidly 
done, give the passerby the inspiration he 
or she must continually have to better per- 
appearance as well as beautify the 
Therefore, to be forward- 
looking in the progressive and modern de- 
partment must do two things 
dynamically than ever: (1) stop the passerby 


sonal 
home. windows 


store more 
as well as the window shopper; (2) so excite 
the imagination that all who see will be per- 
suaded artfully 
To do this, most successtul dis- 


to want to wear and enjoy 
the goods. 
playmen must feel the pulse of the people as 
well as the theme or soul of the month and 


time of the display. 


Hal W. Kenaston 

President, O'Neill & Co., Inc., 

Here at O'Neill's we have a three-point 
program for display: 

1. That any 
should dramatize an idea effectively. 

2. That the point of the 
merchandise should be instantly apparent. 


Baltimore 


display, window or interior, 


major. selling 


3. That all display should reflect the per 
sonality of the store—never should our store 
ideal be sacrificed to cheap, attention-seek- 
ing displays. 

\lthough we do not schedule windows for 


advertised merchandise, we 


every item of 
do tie in windows and. store-wide interior 
displays with all major advertising promo- 


“seller” items 


in departments and 


tions. We also insist that our 
be constantly on display 
that they be well repre sented in windows. 
We stress the display at 
point-of-sale, a constant effort to 


importance of 
an:lL make 
coordinate departmental displays with win 
dow and advertising promotions. For 
profiteth it a purple in the 


windows, to advertise purple in the news- 


what 
store to show 


paper—and then keep all the purple hats in 


drawers: 


stock 
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H. D. Ross 
General Manager, Leopold Morse Company 
Boston 

Display through the windows constitute 
the very eyes of the store and carries out 
the message to those passing. 

Whenever the advertises, our 
dow department must carry out in display 
the exact ideas that have been advertised. 

Interior display carries another line ot 
thought. In back of this method of display 
we already have the customer in the store, 
and therefore it is necessary to him 
additional merchandise. This type of 
play carries suggestive selling. From expe- 
rience we learn that suggestion of items 
other than those in that department help to 
bring additional business from this method 
of display. 

Another successful display is the 
window display and interior shop display 
which attracts the attention of those within 
the store and brings added revenue. 

It goes without saying that seasonal dis 


store Win- 


sell 
dis- 


interior 


plays carrying out the important ideas over 
the calendar year, such as Father's day, 
Mother's day, Thanksgiving, Christmas, and 
the like are essential in order to get you 
portion of the consumer's money. 

Displays must picture style trends, mer 
chandising high lights, current events, ete., 
in general to tie up with advertising. 

Charles H. Bear, Jr. 

President, Charles H. Bear & Co., York, Pa. 

It is easy to predict that with the in- 
creased tempo of modern living and_ the 
growing demands on stores as barometers of 
fashion, 1940 will bring a quickened speed 
in window displays and their manner of re 
flecting the calibre of their stores. 

What with the consumer’s increasing quest 
for knowledge and her growing demand for 
top-fashion service, the woman of today is 
a factor to reckon with as never before. 

With insatiable thirst for the newest and 
best she eagerly exhausts the sources avail- 
able to her: newspapers, magazines, radio, 
She keeps well informed 

she is sophisticated, suave, sure. 

She our store today not only 
knowing what she wants, but with rather 
well-defined ideas of how fashions and their 


screen and stage. 


comes to 


related lines should be presented. In a large 


front 
windows. 
reflect its 
and its 
according to her demands—her 


oe 


measure she judges our store by the 
it puts on.” In other words—its 

It is important that the 
fashion-consciousness, its 


store 
policies 
ideas quest 
for correctness. 

Our window problem then becomes one ot 
method ot 
presenting fashions in a manner which will 


appeal to the feminine eye, the 


catch her attention, and create an irresist 
ible urge for possession. 
Because women are and will be increas- 


ingly more fanciful than coldly factual with 


regard to fashions, the coming yvear will 


bring even greater tendencies to glamorous 


themes and effects. Striking and com 
pelling ideas which prove more appealing 
than many words employed in newspape1 


advertising. One unique and distinctive win 


dow well thought out and cleverly executed 
often brings greater customer response than 
much palaver in print. 

Our 


coordinated plan of fashion and selling pro 


windows must be keyed to a_ well 
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motion—each backed up by the other, so 
that all may conform to the high calling ot 
presenting to the woman of today what she 
wants, and that in the most pleasing and 
practical way. 

A story was told recently by a radio com- 
mentator from London. He had visited a 
small English village to which a number of 
women and children refugees had been evac- 
uated from the great city. They liked the 
change to this haven from the dangers otf 
war, were satisfied there, with only one 
complaint from the women: they said the 
merchandise in the village store is not dis- 
played attractively as it is in the store win- 
dows of London. Witness the importance 
which women attach to our windows! Not 
even the grim business of escaping the men 
ace of war took precedence over their love 
of and demand for beautiful fashions prop- 
erly displayed. 

For 1940 fashions shall continue to hold 
first place in our windows, geared to the 
rapid change of a sophisticated clientele 
with a uniform and studious effort in back- 
ground and lighting trends, as a setting for 
distinctive, different themes pertinent to the 
moment. 

Display problems never seem to grow less 
exacting, but increasingly relentless in their 
demands, as the buying public changes over- 
night its whims and fancies, its interests and 
desires, its sources of excitement. 

The big idea then for 1940, if we would 
hold the interest of those who study our 
windows for a sign of our ability intelli- 
gently to inform and serve them from a 
fashion-right standpoint, is to keep con- 
stantly alert to and abreast of all things 
modern in the display world. 

Joseph E. Chastain 

The Lintz Department Store, Guthrie, Okla. 

To a question of how display for 1940 will 
tie up with store promotional efforts, trends, 
influences, etc., I would answer, “very much 
indeed,” for in a town our size I really be- 
lieve our windows are of more importance 
than any other type of publicity. We at- 
tempt at all times to coordinate our windows 
with our newspapers and direct mail adver- 
tising, and in the final analysis I am not so 
sure but that our windows exercise a far 
greater influence in the presentation and 
establishing of trends and influences than 
any other medium of publicjty available 
to us. 

John C. Williams 
Secretary in charge of Sales Promotion 
L. Bamberger & Co., Newark 

Considerable significance is given to the 
future trend in retail displays by the recent 
consolidation on the part of two large met- 
ropolitan stores of their interior and exte- 
rior display operations under the supervision 
of the art director. An effort is being made 
to coordinate the display functions of the 
store with the visual identity of its news- 
paper advertising. Up to now these two 
operations have functioned independently 
and on occasion at cross purposes. The 
outcome of such a consolidation would ten4 
to present a uniform impression to the pub 
lic and thereby produce greater impact. 
From a technical point of view, the new 
trends in display favor the greater use of 
motion. While motion has appeared occa 
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CRESCENT 
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BOARDS , j 






Wm USED TO COLOR AND 
HEAT, BuT CRESCENT'S NEW 
lOO SERIES HOT NEW 

COLORS AND SPEED SURFACE 


G Pnoducl of 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd. 


Chicago, III. 


For Sale by Kading Distributors - Everywhere 
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New poses, ex- 


quisite coiffures and 
the famous “hand-painted” 
finish continue to make these LESTER 


GABA figures the most chic and elegant 
mannequins available for YOUR windows. Now 
on display ready for inspection in our showroom. 


LLOYD DISPLAY EQUIPMENT CO., INC. 


500 SEVENTH AVENUE, 


NEW YORK CITY 








COMMONWEALTH 


WAREHOUSE and STORAGE); 


General Moving & Storage of Display Exhibits, 
Booths & Display Fixtures in Newly Enlarged 
Seven Story Building, recently opened, for national 
idvertisers and display builders 


533 West 34th St. 


Tel. BRvyant 9-0074--LOngacre 3-6230 


New York City 


GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Mot 
Displays with and without Colorful Lighting, P 
Fireproof and Verminproof. 

Also Glass Tubes, Rods and Gazing Globes 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 

Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 

Sales Office: 7 East 42nd St., New York 
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Now, the beginning of 
a new year, is the time to 
put these Selling Helpers 


to work for you. 
i ai 


MITTEN’S DISPLAY LETTERS 
belong on Your Sales Force / 


Mite lodlay iF, 
MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 


New York Distributors 


BRANSBY & HEWITT 


1600 Broadway 
New York City 





DISPLAY worRis 


sionally in display treatments in the past, 
it is generally agreed that its potentialities 
have not been fully exploited. 


M. J. Welsh 
Vice-President and General Manager 
Harris & Frank, Los Angeles 

We have found that uniformity in adver- 
tising and supporting tie-ups in window 
displays and interior trims is an important 
factor. We introduce a color or fabric and 
romance it to the extent that it creates a 
consumer demand. Cluttering a window with 
colors and fabric chosen at random isn't 
effective—it’s a theme that sells a garment. 

J. H. Keenan 
Sales Promotion Manager, The Golden Rule 
St. Paul 

The enthusiastic comments of the public 
about the modern type of display is the best 
evidence of the potency of this medium as 
a builder of sales, good will, and prestige. 
Nineteen-forty will find our display appro- 
priation increased to encourage our display- 
men to give us even better window and 
interior displays. 


Dorothy Hay 
Advertising Director, Burdine's, Miami 

Burdine’s is a firm believer in the value of 
tieing up window displays and departmental 
displays with newspaper advertising. We 
feel that if we introduce a fashion, a fash- 
ion color, or a new fabric, ete., in newspaper 
advertising that the store “inside and out” 
should look like it believes in that color or 
For instance, if we pre- 
sent “Sweet Butter Yellow” in a newspaper 
advertisement on Monday morning—every 
department in the store that has “Sweet 
Butter Yellow” will have a departmental 
display with a display card—and two or 
three windows will be devoted to “Sweet 
Butter Yellow.” 

We have done this in the past on all of 
our presentations and expect to do the same 


fashion or fabric. 


in an even bigger way for 1940. 

In Burdine’s Lincoln Road store a new 
lighting effect is being used. In the ceiling 
are forty or fifty outlets for light. During 
the day the lights diffuse a white radiance 
throughout the store. At closing time these 
lights, controlled by a clock device, change 
to various shades of blue, producing a re- 
effect of a blue haze diffused 
Against this back 


markable 
throughout the interior. 
ground the window displays, illuminated by 
fluorescent tubes and baby spotlights in the 
technique of the theatre, acquire depth and 
dramatic values. 

G. A. Scott 

Vice-President and General Manager 
Walker's, San Diego 

It has constantly been the policy, and one 
that has proven worth while for our store, to 
plan an almost unanimous tie-up with ad 
vertisements running on any particular pro 
motional event or style presentation, or in 
stitutional programs. 

In 1940, however, in order that we might 
more definitely determine the true pulling 
power of our newspaper and shopping news 
advertisements, we plan—not in every case, 
but in most—to use the ads on departmental, 
not store-wide events, ahead of the window 
and then for fear that this would prove un 
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fair comparison, we will reverse the pro 
cedure—putting in the window ahead of th 
ad, removing the window when the ad ap 
pears in the paper. 

Our reasons for this reversal are that 
newspaper men and even our own buyers 
might claim that the window proved so et 
fective and far more so than the ad because 
the ad, running first, had already created 
momentum. 


A. R. Scharff 
President, Lowenstein's, Memphis 

I have always felt that display is one ot 
the most important types of selling to be 
done in the department store. Since it is 
one of the most generally neglected, it offers 
a wonderful opportunity for every store. | 
think displaymen are in a great business 
with a great future. 


Brown S. McPherson 
Sales and Publicity Director, The Broadway 
Los Angeles 

In regard to interior and store displays, 
I can say only that our experience during 
the past year has served to increase our ap- 
preciation of its value. At The Broadway 
we regard display as a vitally important part 
of our sales promotion plan. We employ 
display both as a tie-up with newspaper ad- 
vertising and also as a direct selling me- 
dium. During the past vear we have had 
numerous instances of response to window 
display as good as we received from many 
of our newspaper advertisements. 





C. A. Shinn 
Vice-President, The Denver Dry Goods Company 
Denver 

I believe that the function of department 
store display is to sell the institution which 
it represents rather than any particular piece 
of merchandise. 

If the store stands for fashion leadership, 
then the windows should at all times reflect 
the very newest fashion highlights, even 
though no appreciable volume of business be 
expected from them. 

If the store stands for dependable mer- 
chandise, then its display must at all times 
sell that idea through simple straight-for- 
ward presentation of merchandise, com- 
pletely lacking in tricks and fripperies. 

We have been particularly interested in 
the trend toward sound and motion that has 
influenced all display fixtures. This is, no 
doubt, a direct carry-over from the mag- 
nificent job done at the World's Fair, where 
not only was appeal made to the eye but to 
the ear as well. 


Mexican Representative 
Appointed By Nickeloid 


American Nickeloid Company, Peru, IIL. 
has announced the appointment of Gustavo 
Sommer, S. A., Mexico City, D. F., to repre 
sent the concern in the sale of pre-finished 
metals in the Republic of Mexico. 


New Traffic Counter 


Introduced 

Among other features, a new device called 
the “Sentinel” has an attachment which 
counts the number of people passing a given 
spot. Operating on the electric eye prin 
ciple, the unit is made by Photobell Corpo 
ration, 123 Liberty street, New York City 
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DISPLAY WORLD 


Think tis over... 








The campaign year of 1940 will mark the 
forty-third year of display organization in 
this country. A long time with such little 
progress, it is true. Why this slow-motion in 
display organization? Why has display taken 
so long and accomplished so little, when other 
organizations in a much shorter time have 


> 


become powerful groups: 

I believe the main reason lies with the dis- 
playmen themselves. They are a heterogene- 
ous collection taken from here and there with 
no common background upon which to build 
themselves into a unified group. The medical 
profession has a common ground through edu- 
cation. Every student of medicine studies 
the same fundamentals and thus establishes 
himself as part of a great profession. The 
lawyer, likewise, has a common _ proving 
ground and thus the American Bar Asso- 
ciation and the American Medical Association 
are powerful groups defending their members 
with great success. 

Many other successful organizations have 
the same common background to build with 
from the start, whereas the displaymen of 
America have been handicapped tremendously 
in this respect. It wasn't so long ago, in 
many retail stores, that the janitor’s assistant, 
if he had a strong back, was advanced to the 
windows to see what he could do. From the 
broom-handle to the tee-stand was a short 
step, especially if you were a second cousin 
to the boss. Thus, the intermixture kept 
rolling on year after year with no common 
background with which to meet and _ pro- 
mote itself collectively. Even today this 
is true. An inexperienced man you hire 
as a helper considers himself a display- 
man after helping you decorate a few dis- 
plays. Many a buyer in various departments 
in stores today after draping a few articles 
on their counters consider themselves a step 
above the trained display manager and as- 
sume dictorial powers concerning displays in 
their departments. College girls failing to 
find employment after finishing school can 
easily convince personnel and advertising 
managers that the display manager lacks a 
woman’s touch, thus messing up the works 
in many a smooth working display staff for 
The store stylist of ten 
years ago was an example store display man- 
agers haven't forgotten. Thus, the display 
profession rolls on, like a giant snow ball 
flakes clinging to- 

when the shining 


no reason at all. 


made of linsey-woolsey 
gether, only to melt away 
sun of real organized fellowship beckons. 
What the display profession lacks is some 
common ground upon which to build up its 
house. When display was nearly extinct in 
1933 a spark of this rose and flamed the fire 
of organization. Displaymen then were 
aroused because the government classed them 
as truck drivers in the famous dead eagle 
days of the NRA. The real trouble seems 
to be that the displayman in Texas isn’t wor- 
rying much about the fellow in Ohio as long 
as he is getting his thirty-five dollars a week. 
The fellow in Texas has four years of 
college and is glad to be making what he is, 
even if it means three nights a week. The 





By FRANK G. BINGHA, a 


Ohioan started in as a stock boy, advanced 
to delivery, then to domestics, and later trans- 
ferred to the windows because the head fel- 
low wanted more money. He’s doing fairly 
well, and he, too, can’t understand why he 
should think about joining an organization 
that wants to help him as well as the fellow 
down Texas way. The display situation here 
described can be multiplied north and south 
and east and west, over and over, which will 
give you an example of the task it is to or- 
ganize displaymen on a national scale. 

But, how has the I. A. D. M. survived 
over this long period of years? The answer 
is that it has continued due to the law of 
averages which means out of the tens of 
thousands of displaymen there naturally are 
a few hundred or more with a common back- 
ground who desire fellowship among their 
craft and want their profession to advance. 
These men are the members of the Il. A. D. M. 
down through the years. 

What can we do about it? Is the task hope- 
less, as many well-known displaymen se- 
cretly think? Can the display profession rise 
out of its weakness into a strong national 
body ? 

I believe it can! I believe we can find a 
common goal for organized advancement. | 
believe no better time for unity of purpose 
than now is ours if we but grasp the oppor- 
tunity 1940 offers. If at the half way mark 
we will band ourselves together at Detroit 
with a determination to make our organization 
a strong, vital, active body interested in pro- 
moting display unity first, ourselves second, 
we can accomplish wonders. This should 


be a convention to build up the I. A. D. M. 


nationally. 

In 1940, before the Detroit convention, let 
us all think of ways to better our national 
display organization and present them to the 
national office at Washington, or on the con- 
vention floor. By all means, let us buy a new 
order of material friendship, as well as ma- 
terial for our displays at the convention in 
Detroit. Let us prove to the merchandising 
world that we may be a heterogeneous collec- 
tion, but are headed toward a common bhack- 
ground of organized effort to prove to the 
world that display is the most powerful force 
of all advertising. 

A big task, but rememberl1940 is going to 
be a big year! 


Williams 1940 Catalog 
Just Published 


“To help you boost your sales curve in 
1940” is the theme behind the new catalogue 
just completed by Jas. B. Williams, Inc , 498 
Seventh avenue, New York City, now ready 
for publication. The 48-page 
the most complete compilation of new forms, 


catalogue is 


mannequins, and display fixtures which this 
manufacturer has ever published. Included 
are many pages devoted to mannequins ce 
signed by Cora Scovil, tor whom Williams 
is exclusive distributor Display fixtures 
designed by Cyrille Steiner, also an exclu 
sive with Williams, are also-shown. Copies 


are available from the address given above 
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NECKWEAR ¢ CTMA 


BRING EXTRA PROFITS 
AT LOW COST 


When the great “stopping” power of these 
attractive forms is compared with their sur- 
prisingly low cost, they become a necessity 
for every display department. 


All neckwear items—jewelry, scarfs, col- 
lars, etc.—take on new appeal, added beauty 
and increased value under the sales influence 
of these strikingly modeled display forms. 

Light-weight, resilient, durable and washable, 
they are easy to handle and stand up under season 
to season use. The wide variety of permanent 
colors and effects that . 
are part of the mate 
rial itself permits the 
unusual in contrasting 
and harmonizing dis 
play treatments 


Let us send you com 
plete details. Mail the 
coupon below. 





Inc. 
AUBURN. N. Y. 


SHOE FORM CO. 


SHOE FORM CO. Inc., 
Auburn, N. Y. 


Dept. DW-1 


Gentlemen: Pleoce send complete information re- 
garding Fairy NECKWEAR Forms. 


Name 


Street 


City State 










AGENCIES AND 1940 DISPLAY 
[Continued from page 24] 
play-conscious today than ever before. Cer- 
there is the keenest competition for 
More elaborate 
sales literature, mighty at- 


tainly 
public attention. space ad- 
vertising, better 
and an extra dose of eye 


these sales stim- 


tractive packaging, 
appeal for the product itself 
uli naturally lead up to the proper display as 
the climax in the long chain of events from 
manufacture to ultimate sale. 

It is the firm belief that 1940 is 
going to be a display year. The merchandiser 


writer's 


will need far more display than ever before. 
\ public whose attention 1s being solicited on 
all sides by simply irresistible appeals has got 
to be cornered and clinched by the adequate 
display of the given product. 

()f course many manufacturers will squawk 
at the 
penditure, 


to pass up the matter of display in 1940, will 


plea for still more merchandising ex- 


this time for hetter displays. But 


he false economy, indeed. 


McNichol Now With 
Coy, Disbrow 
James V 


The DISPLAY PARADE 


McNichol, formerly Chicago 


DISPLAY WORLD 


sales manager for the Acme Window Dis- 
play Service, Inc., has been appointed as- 
sistant sales manager in the decorative dis- 
papers and materials department of 
Disbrow & Co., Inc., 686 Greenwich 
New York City. John D. Wilson 
the department. The firm just 
brought out several distinctive creations in 


play 

Coy, 

street, 
heads has 
paper for the spring display season, includ- 
Produced in 107- 
seasonal background 
colors, the attractive pastel 
scemic designs which are meeting with much 


ing “Panoramic Panels.” 
“NoSeam” in 
panels 


inch 
bear 


favor among displaymen, it is reported. 


Ace Paper To Establish 
Western Distributors 
Howard F. Harter, manager, The 
\ce Paper Company, New York City, will 
leave January 20 on a tour of principal cities 


sales 


of the United States and Canada, during 
which he will establish distributing centers 
and warehouse facilities for the Ace line of 


display papers. During the trip he will en- 
gage in special sales promotion activities for 
Pacific 


his concern in Chicago and on the 


coast. 


by Anthony Brinker 



























AN 


ONE OF THE FIRST TO 
EXPERIMENT WITH COLORED 
LIGHTS IN DISILAY--- 





HE IS INTERESTED 
IN PHOTOGRAPHY / 


CAVE UP THE DRAFTING BOARD | 
AND AN ARCHITECTURAL CAREER 
70 BECOME DISPLAY MER. OF THE 
£.B. DOUGLAS CO, MAMI FLORIDA 
.-. TMS STORE LATER MERGED 
WITH BURDINES OF THE SAME 
CITY WHERE HE REMAINED AS 
DISPLAY DIRECTOR FOR 8 YEARS. 


A NEW YEAR SALUTE TO 
CLINTON B. 


DISPLAY DIRECTOR, 
THE BOSTON STORE, 
MILWAUKEE, WIS. 





WITH THE 4.5. PO@UE COMPANY, 
CINCINNATI, OW/0, WHERE HE 
WAS ACTIVE IN D/SPLAY AND 
STORE MODERNIZAT/ON FOR 
5 VEARS_.- 


v iy: 
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Harter’s trip will also serve to introduce 
the many new display creations now featured 
by Ace in its current program of expanded 
activities. Among these new products, which 
are being well received by displaymen, are 
“Crystalur,” a light-reflecting background 
paper in the fashionable new “dash” effects; 
“Flexo-Flock,” a rigid display material fea 
turing floral and other designs wool-flocked 
on one side of an artistically woven rough 
fabric, and “Velvo Fabric,” a rigid fabric in 
two-tone weaves and mixtures. 

Ace that its 1940 spring 
and summer catalogue is now on the press 
and under way for greatly in- 
creased advertising and promotion this vear. 


also announces 


plans are 


Mitten's Display Letters 
Now On Broadway 

Announcement has just been received from 
Frank P. Mitten, president, Mitten’s Display 
Letters, Redlands, Calif., that the company 
completed arrangements for complete 
and permanent representation in the New 
York City metropolitan market. Organized 
for the express purpose of distributing Mit- 
ten’s letters and manufacturers’ plaques, the 
firm of Bransby & Hewitt has opened dis- 
play rooms and sales offices at 1600 Broad- 


has 


Way. 

The new firm will stock complete reserves 
of all the Mitten letters, movie titlers, and 
manufacturers’ plaques and will be able to 
give prompt delivery to all eastern buyers. 


Moulding And Frame 
Display Developments 


Many new outlets for use were opened in 
the past year for a quality line of mouldings 
and display frames, edgings, nosings, etc., in 
chrome and other popular metals by the 
Ames Metal Moulding Co., Inc., 225 East 
144th street, New York City. The firm an- 
nounces that a new, complete, illustrated 
catalogue is now available upon request. 


New Tinselcrest 
Display Papers 

Through a consistent policy of 
exclusively to the creative design and man- 
ufacture of specialty corrugated display pa- 
pers, Abacot Display Company, 26 East 22nd 
street, New York City, has made rapid prog- 
ress in the firm’s sphere of activity. The 
company’s “Tinselcrest” designs are 


adhering 


new 
especially adapted for spring and Easter dis- 
plays. Samples of these products are now 


ready. 


New Firm Member 
For Maharam 


Joseph Maharam, president, Maharam 
Fabric Corporation, New York City, re- 
turned recently from a three-week vacation 


in Havana to be greeted with the informa- 
member had been added to 
the firm during his absence. The 
rival is the son of Mr. and Mrs. 
Maharam, and everybody is happy. 


tion that a new 
new ar 
Arthur 


William Baer Appointed 
Spadea Representative 
William L. 
eral traveling representative for the eastern 
and mid-west territories for Spadea Man- 
nequins, 22 East 56th street, New York City 
The firm is headed by Jean Spadea, noted 
artist. 


Baer has been appointed gen 
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SOUTHLAND DISPLAYS DOMINATE 
CHICAGO'S STATE STREET 
[Continued from page 17] 

Buren street corner window where nine tur- 
coated mannequins brave a picturesque bliz- 
zard with confident smiles. The entire floor 
of the window is heaped with snow from 
front to rear, where there is a_ stepped-up 
platform. Three sections of white rail fenc- 
ing add an outdoor note, while a light blue 
cyclorama behind a dead white proscenium 
simulates a frosty sky, forms an enchanting 
background for the front stretch of snow. Sil- 
houetted against the sky are a number of 
imposing forest trees with trunks as straight 
and cylindrical as telephone poles, varying 
in diameter from several inches to a foot, 
shooting forth amazing zig-zag branches 
hearing green shoots and pine cones. Upon 
the setting plays an ice-blue light from 

overhead spots. 

A “Value Drama” in six acts, featuring a 
sextette of marionettes in maids’ uniforms, 
is drawing capacity audiences to Goldblatt’s 
State street windows. In each of a series of 
six displays, Display Director Bianchi has 
formed a miniature circular stage elevated 
about 4 feet above the level of the floor, 
constructed of composition board. Done in 
tones of green and silver to match the back- 
ground walls of the windows, each is cur- 
tained with gray tie-back drapes. Every 
window carries a poster resembling an open 
book, made of deckle edged eggshell paper 
mounted against gilt cardboard. Left-hand 
pages of all books read the same: “Staging 
Our January White Goods Sale .. . Out- 
standing Values.” Right-hand pages differ 
according to the particular “drama” enacted 
upon each window's stage. Act I presents 
“Fruit of the Loom Sheets and Cases.” On- 
stage a maid with vellow yarn hair and dev- 
astating eyelashes, looking trim in wine uni- 
form with white apron and cap, stands be- 
side a miniature bed and linen cabinet, bows 
toward her public while displaying a pillow 
case in her hands. Sheets and cases are 
stacked in neat rows about the window 
proper. 

Act II is devoted to “Cannon Towels.” On 
this stage is a circular shower stall and two 
linen cupboards. Beckoning from the shower 
curtains is a mannequin, and her maid ex- 
tends to her an attractive yellow washcloth. 

Another boudoir is set for Act III, which 
teatures bedspreads in an interesting color 
assortment. Act IV captures atmosphere 
with a table set for tea and a linen cabinet 
well stocked. .A diminutive sewing machine 
and a small window frame dressed with 
white starched curtains establish the mood 
for Act V, presenting “Tailored Panels.” Act 
VI completes the show with a display of 
sheetings, muslins and towelings, dramatized 
by a linen room equipped with counters. 


Displayman's Painting 
On Exhibition 

A painstaking reproduction of Leonardo 
da Vinei's “The Last Supper,” done by 
David Anthony Morey, former displayman 
and head of a Boston display school several 
years ago, has been placed on exhibition by 
the National Institute of Public Education, 
Boston. The picture was painted in pastel 
on nearly one hundred sheets of paper which 
were then assembled into a unit 19 feet by 
10 feet 6 inches in size. 
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eThis is a new decade and a greater 
year. Now, more than ever, Scheuer 
is pledged to give the display world 
modern display fixtures that will sur- 


pass all expectations! 


eIn 1940 plan your displays with 
Scheuer and increase display values 
and your sales. 











































Write for your copy of our 48-page pro- 
fusely illustrated catalogue—rich in ideas 
and suggestions—to help you plan dis- 
plays that sell merchandise. 


SCHEUER 


ART METAL MFG. ' 


307 WEST 38th ST. (AT 8th AVE.), NEW YORK CITY 
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elc., ele. ... this fellow "Rush" is our biggest customer,—so your deadlines won't 


scare us. Fastest service consistent with best workmanship. 


e PHOTOGRAPHIC e BLOWUPS 
e TRANSPARENCIES e¢ MURALS 


For Window Displays, Merchandise Settings, 
Advertising Displays and Exhibits 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 














MELOY BROS., INC. “invienal’ 


Attention Display Metal Assemblers 
inished produc sers, othe ‘tal-stamping $ OUL G Co 

caso %. ar ale cae siuaine "Metal pret AME METAL M DIN * Inc. 
an ene cise eT hdlderes nedestale, shirt || 225-229 EAST 144TH STREET, NEW YORK CITY 
easels, etc. Also special metal jobs, metal cut 


tings to size and various sizes of washers, in Ask For Our 
all quantities at attractive prices. Write to 


M.OLSHAN, «9 Brome si. nex York Ctrl NEW 1949 CATALOGUE 


CARSTENITE 
(Actual Wood, Resin Fused to Masonite) Chrome and any other commercial metal— 
The Ideal Display Material Snap-On, Stainless Steel, Edgings and Nosings 
eSigns @ Backgrounds 

@ Displays @ Fixtures 
Send for free Sample and Literature WE ARE DIRECT MANUFACTURERS 


. . ALLE ST. 
Carstenite Sales 7% FO. LASALLE 
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TO LOOK BEST 
AND BE BEST 
IT SHOULD BE 


with its 
lasting beauty 


The creation of a fascinating 
sales room or window display 
depends upon the material avail- 
able. Nothing so emphasizes up- 
to-dateness as distinctive Royal- 
chrome. Its amazing new grace, 
glamorous glove fitting uphol- 
stery and softly rounded contours 
assure a thrilling appeal to the 
buying public. 


Royalchrome distinctiveness 
enhances merchandise appeal 


ROYAL METAL MFG. CO. 
158 N. Michigan Blvd., Dept. A 
CHICAGO 


NEW YORK -- LOS ANGELES 
TORONTO 


- 


Write for 
big NEW 
84 page 
CATALOG 


Ropal 














USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch 
CASH WITH ORDER 
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DISPLAY GOES PLASTIC 
[Continued from page 8] 


in continuous rolls, and in heavier gauges in 
20-inch-by-50-inch sheets. 

“I think that the most significant single 
application developed during the past year 
has been in the use of this material for 
miniature display cabinets and_ fixtures, 
which, in some cases, are also merchandise 
packages. 

“Among the most outstanding examples 
are the Houbigant counter display (illus- 
trated on page 7) which was made by the 
Display-Rite Division of Diamond Press, 
New York City. The Joseph H. Meyer 
Brothers Company, Brooklyn, N. Y., has 
done a remarkable job on miniature show- 
cases for all types of merchandise, using 
Vuepak in combination with acetate plastic 
rod to construct almost the entire area of 
the case, except the base, which is usually 
of wood or reinforced boxboard. Among 
the most outstanding of the Meyer displays 
is their shirt fixture, which has been used 
by a number of leading manufacturers, in- 
cluding Kaynee, Arrow, and Yale. (A Kay- 
nee unit is shown on page 7.) 

“Central States Paper & Bag Company, 
St. Louis, last summer produced giant lem- 
onade glasses for a department store display 
(Illustrated below.) This is an example 
of another field of display use for Vuepak, 
namely, the creation of large special fixtures 
and backgrounds from rolls or sheets. Some 
of the unusual display uses to which this has 
also been put include giant ice cubes, giant- 
size bottles, giant gift box housing a life- 
size mannequin, transparent posters, and 
‘X-ray’ backs on radio cabinets. 

“The fluorescent plastics and Vuepak are 
not the only Monsanto sheet plastics which 
have display utility. One of the most effec- 
tive travel windows I have seen on Fifth 
avenue in a long time used for background 


—Vuepak made this clever display for Kline's, 

St. Louis, a very interesting setting for Gay 

Gibson dresses. Fabrication by Central States 
Paper & Bag Company, St. Lovis— 


JANUARY, 1940 


a series of giant sea-shells, from 3 to 6 feet 
in height, made from sheets of pearl effect 
Monsanto plastics. These sheets are obtain- 
able in almost any desired color and are ex- 
tremely rich display material. Plain colors 
in cellulose acetate sheets are almost un- 
limited in variety and can be used in very 
effective contrast with either the fluorescent 
materials or transparent Vuepak.” 

Acetate rods and tubes, transparent or 
translucent, have been used quite extensively 
for display fixtures. This field, although 
fairly well dominated by the methacrylate 
plastics such as Lucite, is still a fertile mar- 
ket for acetate because of its lower cost. 
In this same bracket, cast phenolic plastics 
are also extremely suitable—not only in 
transparent form, but also in rich, sparkling 
translucent colors and brilliant solid opaques 
and mottles. This material also is much 
lower in cost than the methacrylate plastics. 

Plastics in display probably reached a new 
high at the New York World’s Fair and the 
Golden Gate International Exposition last 
vear. But before going into a discussion of 
that phase of their application it is well to 
give attention to what is known as “slush 
molding” of plastics and the new adaptations 
it opens up for display. Quoting E. S. 
Horsman, Catalin Corporation: 

“The demand for new material and new 
approaches is no more persistent in any in- 
dustrial field than in the advertising and 
display business. Their research is continu- 
ally directed toward novelty lighting effects 
and materials that are flexible enough to 
adapt themselves quickly and effectively to 
a variety of conditions with a minimum 
amount of expense. Plastics are playing an 
increasingly important part and one of the 
newer applications in the cast resin field has 
been seized upon by the advertising busi- 
ness and used to excellent advantage. 

“In the ‘A’ stage cast resins are in a liquid 
form and since their inception experimental 
tests have been run in an effort to produce 
a resin which in conjunction with the proper 
accelerator would harden rapidly and permit 
the production of articles using the proced- 
ure employed in slush molding white metal 
and similar materials. Several firms, in con- 
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junction with Catalin Corporation, have re- 
cently turned their activities in this direction 
in an effort to produce a display of outstand- 
ing institutional and product effectiveness. 
The result is a hollow cast resinous display. 
When lighted from within, details of the 
display are emphasized and the whole is 
contained in a mellow yet attractive glow. 
(An example of this development is shown 
at the lower right on page 5.) 

“To manufacturers of displays, this method 
of production offers several advantages. Any 
work of art, any article or advertising item 
may be reproduced without tool expense. 
Since the reproduction is hollow, a minimum 
amount of material is involved, which re- 
duces shipping expenses, eases handling 
costs, and keeps the cost per unit within 
the national display distribution budget. 

“A variety of color effects may be had 
which in the daytime offer effective insti- 
tutional advertising, and indirectly lighted 
at night demand and hold attention. 

“The technique in the construction of slush 
molds for resin casting is not basically new. 
Latex rubber is sprayed on the object to be 
reproduced, and allowed to cure to the 
proper consistency. To give the rubber suffi- 
cient rigidity, and to insure its remaining 
immovable during the slushing operation, a 
fairly heavy coat of plaster of Paris is 
spread over the entire outer surface of the 
rubber. The plaster shell is cut away from 
the mold in such a manner that no undercuts 
are incorporated in any section. 

“The plaster sections are then fitted with 
dowel pins to permit their being joined into 
a rigid hollow mold. 

“Since the rubber coating on the model 
snugly fits undercuts of varying depths, yet 
stretches readily, it is not always necessary 
to cut the rubber away in sections corre 
sponding to those in plaster. Consequently, 
the rubber sections are somewhat larger than 
those in the plaster, but their outer surfaces 
fit securely into the inner surfaces of the 
plaster sections. When thus assembled with 
the doweled plaster, we have a rubber lined 
plaster slush mold ready for production. 

“Liquid resin properly accelerated is then 
poured into the orifice of the mold and agi- 
tated by revolving or slushing the mold for a 
period of fifteen to twenty minutes. The 
accelerator cures the resin to the necessary 
hardness in this time, after which the mold 
is dissembled, first removing the plaster 
shell, and then pulling off the rubber lining. 
The resultant casting faithfully reproduces 
detail, and has a sectional measurement of 
1/8 inch to 3/16 inch. The casting is found 
to be light, tough, and translucent. The 
natural ivory color of the resin (the only 
color which is available) may be comple- 
mented by the addition of such lacquers or 
spray paints as will emphasize in the dis- 
play its best characteristics. 

“If properly handled, the mold can be used 
for about one hundred and fifty castings, and 
production can be increased by the simple 
expedient of producing additional molds 
with the same casting capacity. 

“It is felt that this development is of pri 
mary importance not only in the advertising 
display field, but also to manufacturers of 
lamps, souvenir novelties, mannequin forms, 
and a wide variety of other products.” 

Very effective use of plastics for display 
was made at the New York World's Fair 
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by E. I. du Pont de Nemours & Co., featur- 
ing the company’s Lucite. The first appli- 
cation to greet the visitor to the du Pont 
exhibit was a mural 62 feet long and 20 
feet high, the largest ever made of plastics. 
Other uses included the railing surrounding 
the exhibit, machine guards, the marionette 
show setting, and the like. A demonstration 
of the manufacture of cellophane cellulose 
film also was on view, to show the visitor 
how the film is cast, bleached, washed, dried, 
and prepared for use. 

General Motors gave an effective demon- 
stration of a clutch made of Lucite, and the 
Ford Motor Company used the same mate- 
rial in a symbolic way to simulate such 
things as cotton leaves and the rays of the 
sun. Consolidated Edison applied the plas- 
tic to diffuse light in its mammoth diorama, 
and the New York City building used it as 
a basis for a large map. 

Lucite legs in the American Tobacco 
Company exhibit were used to support dis- 
play signs. At the Beechnut circus, colored 
sheets of the plastic were cut to represent 
jewels. A Lucite bottle 7 feet in height and 
illuminated from within proved an interest- 
ing feature of the Canada Dry exhibit. 
Other uses of Lucite at the fair included 
the model house of Collier's, dome lighting 
for the perisphere, displays in the Palestine 
building, and as an airplane beacon in the 
National Parks division. 

But Lucite by no means had a monopoly 
on display adaptations at the big exposition 
which is to reopen this spring. In passing, 
it is interesting to note the many uses of 
plastics ranging from “outright art” to the 
exhibits of the plastic manufacturers them 
selves. 

Plastics in art at the fair included cello- 
phane, Lucite, Velvetex, Plastacele, Cel-O- 
Glas, Tenite, and Lamicoid. Henry Billings, 
commissioned to do a mural decoration for 
the Chrysler building, used acetate and 
cellophane combined with Polaroid. In his 
design a streamlined automobile, a diagram- 
matic drawing of an internal combustion 
engine, and the symbols of a gear and a 
speedometer are integrated with planets, 
stars, and comets. A sheet of Polaroid, ro- 
tating behind the display, caused the colors 
to change and gave an illusion of motion. 

On the exterior of the Distilled Spirits 
building, Witold Gordon presented three 
murals, one of which was executed in plas- 
tics with metal and wood. A whole section 
of the enormous “Bill Jones” panel in the 
Consolidated Edison Company building made 
use of plastics. 

The Federal building at the fair housed 
twelve large, translucent cast phenolic resin 
statues depicting the various functions of 
government. These one-piece hollow cast- 
ings, executed in sets of four by three con- 
tractors, were 9 feet tall, 8 feet across at 
the base and weighed from 1,500 to 2,000 
pounds apiece. Believed to be the largest 
phenolic castings of their type ever exe 
cuted, they are worthy of especial attention. 
The material used was Marblette, Marblette 
Corporation, Long Island City, N. Y. Heavy 
female molds in plaster were made from the 
artists’ originals. These were reintorced 
with structural steel. Male molds were then 
prepared. The faces of the molds were lined 
with a thin, tough foil to render them water- 
tight, after which they were sprayed with 
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Animate 
with 


Motion! 


For Display Animation 
SpeedWay Presents: 
eThe MOTIONEER 


~-lowest priced electric pendulum unit. 


eFLEA POWER MOTORS 


—any size, any speed, any current. 


eSPEEDWAY TURNTABLES 
—a complete line from 5 to 500 lbs. capacity, 
any speed, any current. 


@EXPERT TECHNICAL SERVICE 


—FREE motion mechanism designing service. 





the 
MOTIONEER 








Write for new Catalog showing the complete 
line from the ‘“‘Headquarters for Motion.” 
Display Motion Division 


SpeedWay Manufacturing Co. 
1839 S. 52nd AVE. CICERO, ILLINOIS 














Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 
electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


BESBEE PRODUCTS, TRENTON, N. J. 





e@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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rubber to allow for expansion and contrac- 
tion and to insure a clean impression in the 
pouring. The plastic material was poured 
in a molten state and the statues were cured 
for three weeks at 180 degrees Fahrenheit. 
The interiors of the pieces were sandblasted 
to assure light-diffusion. All twelve 
of these plastic sculptures were lighted from 
within. More interesting still, they pro- 
vided the only source of illumination in the 
Edward 


even 


giant hall in which they are placed. 
Burdick, Diorama Corporation of America, 
designed this exhibit. 

Before the Communications building at the 
fair two tall red and blue pylons 165 feet 
with Insurok. The 
has shown considerable 


faced same 


which 


high were 
material, 

adaptability, was found on the pylons of the 
subway entrances to the fair grounds, on the 
lettered bands of several information booths, 
in the Plastics 
building, and in the foyer of the perisphere. 
design at the fair included 
Catalin, Plexiglas, Lucite, Lamacoid, Lu- 
merith, Marblette, and Plaskon. Designers 
drew extensively upon plastics in their work. 
Walter Dorwin Teague was one, and Nor- 
man Bel Geddes, who designed the General 
Motors building, made use of Plexiglas for 
“General 


lighting equipment of the 


Plastics in 


the exterior facings of the 24-foot 
Motors” sign, with cantilevered letters, over 
the Diesel train. He used Plexiglas again 
in the lettering of the automobile signs at 
the street intersection adjacent to the cen 
tral exhibit in the building, sandblasting the 
[ and polishing the 
more in 


faces 
still 


material on its 


edges. He used some of his 
models. 


The Ford 


neered in the 


Motor Company, which pio- 


large-scale utilization of soy 


JANUARY, 1940 


bean plastics, offered one of the most com- 
prehensive exhibits of its kind ever con- 
structed. This exhibit, known as “The Ford 
Cycle of Production,” included eighty-seven 
modefs, many of them animated, depicting 
raw material production, processing and 
other operations involved in the manufacture 
of a Ford motor car. The exhibit was de- 
signed by Teague. Throughout this display, 
and in other portions of the firm’s exhibit, 
plastics were used extensively. Plexiglas, 
with its high light transmission, afforded 
spectators a clear view of various operations. 
For example, it simulated molten metal and 
the “coking” of coal. Lucite aided in de- 
picting various other processes, and Catalin 
formed noses and eyes of the animated fig 
ures on the great turntable. 

The five great Focal shows of the fai 
demonstrated plastics in a number of ways. 
In the Production and Distribution Focal 
show there stood a metal statue by Otto 
Wester. On either side of this statue were 
tall tubes of light, rising from the floor to 
a height of 20 feet, shaped like giant ther- 
mometers. These tubes were of plastic ma- 
terial. 

Again, in the Communications Focal show, 
the center of interest was a huge head of 
Man by the designer, Donald  Deskey. 
Twenty feet in height, suspended in mid-air, 
this head was modeled of stainless steel 
and plastics. As Man speaks, the symbols 
of the seven major instruments of communi- 
cation—postal printed word, tele- 
graph, telephone, motion picture, radio, and 
television—materialize on a plastic disk in 
front of him. 

George Sakier mounted a strip of photo- 


service, 


graphic transparencies almost 200 feet long 





—"You know anything about the jellybeans | hid in here?"-— 
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between sheets of plastic film. Another noted 
industrial designer, Egmont Arens, made use 
of Lamacoid to represent the earth and 
clouds. Still another, Gilbert Rohde, stresses 
the use of plastics in display techniques The 
plastic display window with three-dimen- 
sional curves may soon be a common sight 
on our fashion avenues. 

In one display by Russell Wright, the 
carved and painted Lucite was used for the 
foods represented, while the lettering was of 
colored Plexiglas. Painted Lumarith was 
used for other foods. The “reveal” which 
lighted the Land Reclamation exhibit was 
made of Lucite. In the Preservation display 
the apples on the trees were of Marblette, 
while the sheet of “glass” representing re- 
frigeration was of Plexiglas. In the egg 
diorama the eye in the carrot was of Plexi- 
glas. The hood of the tractor was of Plexi- 
glas, with seventy-five horses in Lucite, 
from which latter material the horse repre- 
senting flood control was also fashioned. 
The fountain with milk pouring from it was 
of Plexiglas. The cave inside which to- 
matoes may be seen growing was made of 
Marblette. 

Minor uses of plastics at the fair tended 
more toward the adaptations with which the 
public has already grown familiar. Forty- 
seven flashing symbols of Lucite located 
Consolidated Edison properties on a map of 
the area served by that company. Explana- 
tory text accompanying the National Cash 
Register Company's exhibit was of edge 
lighted Lucite, and Plexiglas letters were 
used on the General Motors building. 

The comment of E. H. Burdick, president, 
Diorama Corporation of America, is signifi- 
cant. “In the design and construction of mod- 
ern exhibit units,” he says, “the use of plas- 
tics becomes increasingly important with each 
passing month. As exemplified by exhibits 
built for the New York World’s Fair 1939, 
these uses are extremely varied, interesting, 
and appealing. I*specially important to the 
display field has been the discovery of a plas- 
tic having varying degrees of transparency, 
that can be cast under its Own pressure with- 
out excessive heat and in an ordinary plaster- 
of-paris mold, 

“Display units of the future, with their 
light and mechanical movement, will undoubt- 
edly utilize plastics in a constantly increasing 
amount and in applications yet undiscovered 
in this new but important indastry.” 

The Diorama Corporation was responsible 
for a number of plastic pieces at the Fair: 
a “Niagara Falls’ presentation and a relief 
map of New York State for the New York 
State building, a relief map of North and 
South America for the Pan-American build 
ing, and a three-dimensional mural for the 
Coca-Cola Company. The Niagara Falls di- 
orama was 30 feet in length. The Coca-Cola 
mural, designed by Skidmore & Owings, was 
140 feet long and embodied cast plastic Coca- 
Cola bottles, five-eighths full size. 

In the Copper and Brass Research Industry 
exhibit at the Fair, the Jenter Exhibits & 
Displays Company presented a model of the 
copper atom. This was made of four rings 
of clear plastic, representing the four quantum 
levels of energy in the atomic structure. 

The Plastics industry itself had exhibits at 
the Fair, naturally, among those shown being 
Luxene, Revolite, Textolite, Plexiglas, Cry- 
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FOR EASTER WINDOW DISPLAYS 


BACKGROUNDS, FLOORING & DECORATIVE PURPOSES 


A New Coated Textile 
In a Brand New Effect 


LATTISEEN 


WILL BE READY ON FEBRUARY Ist 


Write for Samples and Information 


THE WEISS < KLAU CO. 


462 BROADWAY, NEW YORK 























1940 CROP of EATON GRASS MATS 


| Finer than Ever 


‘| @You'll make ‘em Stop, Look 
| and Buy when you use the new 
‘Eaton smooth, close-cropped 
Grass Mats in your spring dis- 
plays. Improved manufactur- 
|ing process makes them better 
than ever. 













Prompt Delivery Assured 


| Despite general scarcity of ma- 
terials, Eaton Grass Mat job- 
bers are prepared to supply 
your demands promptly. 


EATON BROTHERS CORP., Hamburg, N. Y. 


LARGEST AMERICAN MANUFACTURERS OF GRASS MATS 
(Formerly Hamburg Floral Mfg. Co., Inc., Hamburg, N. Y.) 








A. G. Seaman & Co. Inc. 


MFRS. OF MODERN DISPLAYS 
Forms, Fixtures and Mannequins 


CATALOGS ON REQUEST ay ARTIFICIAL 
31 West 34th St., New York FLOWE R CO. 











“HAFCO” 1979 CAHUENGA BLVD. 


WINDOW DISPLAY Er HOLLYWOOD 
MATERIAL CALIFORNIA 


BECKER SIGN SUPPLY CO. COMPLETE FLORAL DECORATIONS 
314 N. Eutaw St. Baitimore, Md. FOR ALL PURPOSES «x *« * 
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stalite, Tenite, Bakelite, Koroseal, Neoprene, 
Polystyrene. 

The General Electric Company’s exhibit, 
where it was devoted to the company’s plas- 
tics division, utilized plastic materials in both 
display and decoration. The face of the dis- 
play was covered with plum-colored, laminated 
Textolite and the cases and shelves were lined 
with the same material in ivory. A decora- 
tive sphere overhead, lighted internally, bore 
a rotating band of opaque plastic material 
lettered to identify the exhibit. 

Plexiglas and  Crystalite, polymerized 
acrylic acid derivatives manufactured by the 
R6hm and Haas Company, were seen in the 
Hall of Industria] Science in an exhibit de- 
signed by Gilbert Rohde. Plexiglas is the 
sheet and rod plastic, and Crystalite is the 
molding compound. 

The examples given in the preceding are 
more or less taken at random, simply to show 
the manifold uses of plastics in all forms of 
display from the tiny counter display to the 
decorative mural. From the foregoing it is 
readily apparent that plastics are in the display 
field with a vengeance and, in the words of 
Captain Henry, “It’s only the beginning, folks, 
only the beginning!” 

(Editor’s note: DISPLAY WORLD is 
very grateful for the fine cooperation of the 
following in making this article possible: J. 
R. Turnbull, Monsanto Chemical Company ; 
Edmund Greene, ROhm & Haas, Philadelphia ; 


OISPLAY WOR 


Miss Harriet Raymond, Celluloid Corpora- 
tion; E. S. Horsman, Catalin Corporation; 
L. A. Darling Company, Bronson, Mich.; 
G. C. Jetter, Mica Insulator Company, New 
York City; W. L. Stensgaard & Associates, 
Inc., Chicago; Richard Scheer, E. I. du Pont 
de Nemours & Co., Arlington, N. J.; Ameri- 
can Fixture Company, St. Louis; Chicago 
Molded Products Company, Chicago. ) 





ADVERTISERS AND 1940 DISPLAY 
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to whom we sell. Our displays must be 
non-commercial in character and in keeping 
with the high ethical standards of the pro- 
fessional optical men by whom they are used. 
In spite of this limiting factor, however, we 
still regard displays as a most effective means 
of acquainting the man on the street with the 
need for adequate eyesight conservation. 


Fred Zillman 
Advertising Manager, Phoenix Hosiery Company, 
Milwaukee 
May I quote from a booklet I got out just 
a year ago, and which has been an instrument 
in stressing the value of the display factor to 
our particular type of trade? This booklet 
was distributed to our entire trade—not by a 
mailing, but by personal contact when our 
salemen called on their customers. 
“Hosiery is definitely an ‘impulse’ or ‘on 








OPPORTUNITY EXCHANGE 








POSITION WANTED 


Young man, age 29, with 12 years’ display 


experience, desires change. (East of Chi- 
cago.) At present display manager of 
department store doing $2,000,000 volume 
in city of 90,000. Many photos of his work 
have appeared in recent trade journals and 
has proven record. Desires to negotiate 
with display-minded store. For photos 
and information write: 


“BOX CV-1” 


Care DISPLAY WORLD 


FOR SALE 


Sign Projector for enlarging prints. and sketches 
direct to signs and posters. 7x7-inch picture 
opening, enlarges any size up to 20 diameters. 
With new Mazda lamps and 400 pictures $12.50, 
or send for description. 


SIGN PUBLISHING CO. 
2325 Cass Avenue, St. Louis, Mo. 








DISPLAY MANAGER 


Now employed—seeks connection with high type 
in South—well versed and experienced in 
modern display promotion. Outstanding creative 
abilities. Expert cardwriter; thorough know!l- 
edge of advertising. Excellent references. 


Address “XYZ” 
DISPLAY WORLD 


store 


Care 








Want A Better Job? Learn Window and Interior 
Store Display, Showcard Writing, Background 
Design. Retail Advertising — Sales Promotion. 
Advertising Copy and Layout. Courses for begin- 
ners and_ professionals. Individual, practical 
training. Placement opportunities. Booklet DW. 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 





COURSES in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Adve rtising 
Copy and Layout. Personal Training—Individ- 
ual Advancement. No Correspondence Courses. 


THE RAY SCHOOLS 


William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DW1, 116 So. Michigan Blvd., Chicago. 








FOR SALE—Eight feet agra wreaths—very 
ornamental with English ladies and gentlemen 
figures dressed in old-time silk and wool cos- 
tumes. Two have mechanical bell units with 
costumed figure as bell wringer. Excellent 
condition. Priced for the set of eight at $300. 
(First come first served.) Pictures on request. 


Richard A. Staines, Care Vandever’s Tulsa, Okla. 








POSITION WANTED 
Experienced displayman and installer of 
advertising displays seeks position. Rea- 
sonable salary. Will go anywhere. 

CHARLES MARCHAND 
102 N. Warren Ave. Brockton, Mass. 








SALESMAN—A leading mannequin and display 
fixture company has an opening for a man either 
experienced in this line or who has sold floral 
decorations to the display managers of depart- 
ment and retail stores in territory east of Pitts- 
burgh. We are ready to pay a substantial com- 
mission, traveling expense, and later a drawing 
account when satisfactory results are shown. 


Address “E. D.,” care DISPLAY WORLD. 











JANUARY, 1940 


sight’ purchase. Relatively few customers go 
shopping with the specific intention to buy 
hosiery. . Interior display is an invaluable 
aid to counter selling; but this point-of-sale 
message is seen only by customers already in 
the store. Full window displays attract in- 
terest and produce volume sales; but the de- 
mands of many departments allow only for 
infrequent full window showings of any single 
commodity. 

“There is one thing that can be done every 
day—part window displays of hosiery. 
Keep Phoenix hosiery in your windows all 
the time. Full windows as the occasions de- 
mand—part windows every day to compete 
successfully with the ‘reminder” methods em- 
ployed by your competition.” 


D. F. Howe 
Sales Manager, Wamsutta Mills 
New Bedford, Mass. 

We have found that over a period of years, 
in merchandising our product, it is essential 
that we receive as much departmental and 
window display space as possible from the 
outlets handling our product. I am glad to 
say that without almost any exception, re- 
tailers handling Wamsutta Supercale have 
cooperated with us to the fullest extent in 
giving us space in their departments for this 
purpose. 

Figures show that those who continually 
display our merchandise are the accounts 
which are increasing their sales year by year. 
This in itself, I believe, answers your ques- 
tion regarding the value of display. It is un- 
doubtedly one of the fundamentals of modern 
merchandising. 


A. W. Little 
Advertising Manager, Rollins Hosiery Mills, Inc. 
Des Moines 
Circus parades, torch light processions, 
and the college band parading between halves 
at the football game, with the smartly cos- 
tumed “Sweetheart of Sigma Chi’ as _ its 
drum majorette, are all for display. They 
make you want to see the circus, hear the 
political speech, and your blood tingles with 
the college spirit when the song of your Alma 
Mater blares forth on the crisp autumn air. 

Good displays are like that. They create 
a desire for possession in the minds of pros- 
pects which a live salesperson can transfer 
into terms of cash register action. 

Windows are the eyes of the store. Mas- 
cara, in the form of attractive displays, can 
make these merchandising eyes glamorous— 
give them the “come hither” look that will 
prove a bankable asset to any institution with 
merchandise or service to sell. 


M. W. Dallas 
Advertising Manager, E. C. Atkins & Co. 
Indianapolis 
The use of displays featuring Atkins Silver 
Steel Saws is a very definite and prominent 
part of our sales work in the hardware field. 
This year on a special program tying in 
with National Hardware Week we developed 
a combination set of saws and display and 
more than trebled our expected sales, which 
necessitated three re-orders and in turn the 
displays were instrumental in moving the 
stocks from the dealers’ shelves, as they were 
suited for both window and counter use. 
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Kenneth J. Clark Display is probably the best means by which 

Advertising Manager, The Allen-A Company a store can tie up with a manufacturer’s 
Bennington, Vt. national advertising or its own local adver- 


When the subject of display comes up, I | tising. 
often think of the old Chinese saying which 
ran something like this: “A picture is worth 
10,000 words,” and a more modern American D. L. Hinegardner 
one, “Merchandise properly displayed is half The Oakford Company, Peoria 
sold.” Unwise indeed is the merchant who is fail- 
These two sayings express adequately to ing to take advantage of the sales possibilities 
me the value of display. Through the picture offered through the proper type of display. 


that is created by merchandise displayed in Housewives today are being educated to 
its proper setting, a story is told that is as buy on their own initiative. They like to 
powerful as reams of copy could make it. make their own decisions without the help of 
The buyer’s interest is captured at the point- a salesperson. All that is necessary, then, ts 


of-sale and before he or she may be aware’ that the desire to buy be created by proper 
of it the impulse to buy is aroused and the display. 

selling job is well on its way to being ac- Make it easy for your customers to obey 
complished. that impulse. 





tion on the market for this purpose.—Bir- 
mingham. 

Answer: So far as we know, there is no 
patent preparation which would serve to re- 
move scratches from glass. The following, 
supplied by Popular Mechanics magazine, 
may be of help: 

Question: Is there any practical way in When it is necessary to remove a few 
which the simulation of smoke pouring from scratches from the surface of a piece of 
factory chimneys could be introduced into glass, start by grinding with a medium 





an institutional display we have in mind?— grade emery or carborundum powder, mixed 
Newark. with water and applied with a block of hard- 

Answer: For a marquee treatment a few wood having a perfectly flat surface, until 
years ago one department store piped steam the scratches have disappeared. Then the 
into the chimneys of silhouette houses ap- glass, roughened by this process, must be 
pearing in a Christmas scene. The effect repolished by using fine grade emery or car- 
was very realistic. If you have a window borundum rubbed with a piece of coarse 
display in mind the following will work very cloth folded over the surface of the block 
effectively: place a few inches of dry ice in or tacked to the sides. After the minute 


each chimney, the amount depending on the _ scratches left by the first grinding have been 
size and the effect desired, of course, and removed, a third and still finer abrasive, 
place an electric fan where it will play up- such as powdered rouge, is applied, the 
ward on the stacks. rouge being moistened with water and 
———- rubbed on with a block covered with fresh 
Question: Can you give us a formula or cloth. The finishing touches are given with 
method of removing scratches from glass? dry powdered rouge applied with chamois 
We seem to remember hearing of a prepara- — skin. 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


O OUR many thousands of subscribers who have wished 

for an inexpensive way of binding and preserving their 
copies of DISPLAY WORLD we offer the new and beautiful 
PERMO BINDER to fill this very definite need. This binder 
is simple to use. No punching or marring of magazines 
necessary. A click and the magazine is in... and witha 
patented construction any issue can be quickly and easily 
removed without disturbing the other magazines in the binder. 


One binder holds 1!2 issues. 


In addition to their practical use, PERMO BINDERS are 
so handsome in appearance that they turn your magazines 
into de luxe library editions of beautifully bound books. In 
your bookcase or on the library table, whether in the home 
or office, PERMO-BOUND magazines are fitting companions 
for your rarest editions. 

ae 


Send check for $1.50 for each binder desired, $1.75 foreign. 


DISPLAY WORLD - - - Cincinnati, Ohio 








RUBBERLITE 





Junior & 


Sophomore 


MANNEQUINS 
by PROFITA 


A smart new series that reflect 
all the charm and chic of the 
modern ‘teen age is available 
now. Write us to have our sales- 
men include you in their itinerary 
or send for photos. 


DURABLE DISPLAYS, Inc. 


General Office and Factory 
2010-2018 S. Halsted St., Chicago 
Showroom 
4 W. 37th Street, New York City 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 








WANT ADS 


Of all kinds, eligible for the Oppor- 
tunity Exchange. Only $2.00 per inch, 
cash with order. February forms close 
February 10. 
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ONE 
MILLION 
WORDS 


If “one picture is worth a thousand words.” 
one PLEXIGLAS model is worth a million, for long 
sales stories are needless when you can prove 
your product's every advantage with transparent 
reproductions. 

To construct these models, PLEXIGLAS can be 
hent to any curve simply by heating; it can be 
sawed or carved like wood into intricate shapes; 
it can be machined, drilled and threaded like any 


soft metal, and cemented for colorless joints. 








Made by Dave 


Swedlow, Hollywood, to show the advantages of A. Wi. Cash Company's 


Masor Awarpo— 1939 Mopern PLastics COMPETITION. 







streamlined pressure-reducing valve. 


PLEXIGLAS 


is a crystal-clear thermoplastic acrylic resin 


Apove—Valve model parts 
made for the Houde Engineering 
Corporation, Buffalo, by the 
Stricker-Brunhuber Corporations 


Vew York. * 


Working model Atomic Physics 
Observatory, Carnegie Institute, 


Washington, D. C.. housed in ‘ F , 
RTA available in clear and colored sheets of a 
NIGLAS. 


number of sizes and thicknesses and in 


Prextcias is the trade-mark, Reg. U.S. Pat. 
Off., for acrylic resin thermoplastic sheets 
manufactured by the Rohm & Haas 

Company 


pieces cut and formed to specification. 


ROHM & HAAS COMPANY, INC. 


222 West Wisnineron Souare. Pariiape cenia, Pr. 











HUNDREDS OF S-W BRANCHES AND GRAPHIC ARTS 
DISTRIBUTORS CARRY YOUR FAVORITE DISPLAY ITEMS 


>-W SHOW CARD COLORS 


Acclaimed most brilliant and attention- 
compelling show card colors today. They 
have remarkably fine working charac- 
teristics. Can be used with pen, brush 
or airbrush. Colors come ready to use, 
are non-bleeding, and dry to a smooth, 
matte finish that does not rub or chip off. 
Choose from 30 colors, including black 
and white. Available in %, oz. to gal. 
size Pate — jars. 


S-W THEATRICAL POSTERCOLORS 


Specially developed for large production 
users where low cost is a primary requi- 
site. They represent exceptional value. 
Come ready to use in qt. and gal. jars. 


0g 


a 


Under one roof we've gathered your favorite nationally famous Graphic Arts and 
Display materials. We've set up 5 super-warehouses in strategic parts of the country 
to supplement local stocks of branches and distributors. To you it means one source 
for all your needs, convenience in ordering, plus the kind of service, speed and 
economy you need for streamlined operation. 

In addition, we offer the aid of our staff of trained technicians on screen proc- 
essing, paint application and airbrush work. They'll gladly help you with your 
problems—show you the latest tricks. Write for particulars. No obligation. The 
Sherwin-Williams Co., Cleveland, Ohio and all principal cities. 


S-W DECA-SENE PASTE TS?HER COLORS 


An improved line of brilliant, non-fading, casein type colors. Ideal for in- 
terior displays and backgrounds. Can be brushed or sprayed on. They 
cover solid in one coat and dry in an hour. Choose from 12 modern colors. 
Filled in qt., gal., and 5-gal. containers. 


SHERWIN-WILLIAMS 


ase GRAPHIC ARTS ww DISPLAY DIVISION | 


THE SHERWIN-WILLIAMS CO., CLEVELAND, OHIO 





